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PEARLS .. 
Pee Prefect Cyilt for 


“AMERICA’S 
SWEETHEART” 


No other single item can bring greater 
joy as a Valentine Gift than a beautiful 
Pearl Necklace. In your advertising and 
promotion, feature MIKIMOTO, per- 
fectly symmetrical, exquisitely lustrous. 
Cultured Pearls — for increased busi- 


ness and better profits. 


Since 1894 the MIKIMOTO seal on a 


necklace or bracelet has been your safe- 





guard — a guarantee to you and your 
customers of the highest quality of 
Cultured Pearls grown in the living 


oysters by MIKIMOTO-—the originator 


and inventor thereof. 


If a visit to one of our offices is 
not convenient, we invite your 


inquiry by mail. 


h. MIHIMOTO, Ive. 


630 FIFTH AVE., NEW YORK, N. Y. 


55 E. Washington St., 209 Post St., 
Chicago San Francisco, Cal. 
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KON “ITE Presents! 


THE NEW “CELLO-WEDGE” DISPLAY CARDS! 


® Attractive Color Combination ! 


® Appropriate Display for Finest Leathers / 
® Your Wholesaler has the Complete Assortment / 


® Individual Cellophane Cards ! 


ELS ie 














439 Race Street Cincinnati, Ohio 


| 
Manufactured by 
A. SAUER & COMPANY 
| 
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SPEAKING OF 


OUTH of the Rio Grande, Latin 

American importers of jewelry 
are looking to the United States for 
supplies which formerly came from 
Germany and Czecho-Slovakia. Some 
idea of what this “new” market may 
mean to American 
may be gathered from the fact that 
in 1938 eight Central and South 
American republics purchased jew- 


manufacturers 








elry products worth $1,316,043.20 
from Germany, according to a bulle- 
tin just issued by the Specialties 
Division of the Bureau of Foreign 
and Domestic Commerce. 

Translating from reichmarks into 
dollars, jewelry exported from Ger- 
many in 1938 included $474,289 to 
Argentina, $369,472 to Brazil, $73,- 
091 to Colombia, $40,561 to Chile, 
$95,982 to Mexico, $40,160 to Peru, 
$86,745 to Uruguay, and $135,740 
to Venezuela. These heavy orders 
which South America placed with 
Germany were for gold filled and 
plated jewelry valued at $616,456; 
silver plated jewelry and toilet ar- 
ticles, $45,380; silver jewelry and 
silverware, $399,592; imitation jew- 
elry, $42,168, and goldware and gold 
jewelry, $212,446. 

It appears that the best procedure 
for American manufacturers who 
would like to enter the Latin Amer- 
ican market would be to offer jew- 
elry and novelties competitive in 
quality and price with the European 
product. Offers may be made directly 
to the importers, lists of which may 
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THE 


years’ 


JEWELRY TRADE 


be obtained from the Commercial 
Intelligence Division of the Depart- 
ment of Commerce at 10 cents for 
each nation. 

A peculiar restriction is reported 
in Nicaragua. In that country the 
sale of lighters is prohibited, to pro- 
tect the local match industry. 

Latin American dealers expect a 
wide variety of attractive, present- 
able samples, and the prompt filling 
of orders, especially when importers 
are required to pay in advance or 
against letters of credit. 


© © 


ICH in American symbolism, a 
sterling silver clock has been 
presented to President Roosevelt by 
Bernard Kohn, who devoted six 
‘spare-time labor to its con- 
struction in his shop at 101 Chrystie 
St., New York. 

“Pardon our pride when we take 
the liberty of saying that President 
and Mrs. Roosevelt were pleased and 
impressed with the gift,” Mr. Kohn 
said. 

Well they might be impressed! 
The case consists of 48 parts rep- 
resenting the states. Depicted in a 
proscenium arch, over the dial and 
supported by four gold-plated col- 
umns resting on carved and enameled 
silver pediments, are the nation’s 
motto, “E Pluribus Unum,’ the 
American eagle and shield, reproduc- 
tions of the Capitol and the White 
House, and an enameled representa- 
tion of the President framed in a 
wreath. 

Below the dial are the President’s 
coat-of-arms, and two silver steps 
upon which the bases of the columns 
rest. The movement registers East- 


37 


ern Standard Time and Pacific 
Standard Time. It contains 29 jew- 
els and is shock-protected, with the 
balance staff working in a flexible 
hole and cap jewels. 

The hands of this unusual clock 
are of solid gold, shaped like the 
Empire State Building to signify the 
President’s home state. The clock 
stands 1014 inches high and is 6 
inches wide. 


© © 


WEILER & CO., of Green- 

ewood, Miss., sold numerous sets 
of beverage glasses and attracted an 
even greater amount of publicity 
with an “Honor Sale” stunt. The 
sets were placed outside the store 
after closing hours, open to the street 
and with no watchman. “Deposit 





$1.65 in box and take one home,” 
read the sign. Despite the frequent 
opportunities, not a set was stolen 
during the entire sale, which lasted 
several weeks. Most of the sales 
were for gifts. 


© © 


_ a Seattle family back 
on the road to economic recov- 
ery is how “Merry Christmas” was 
said to Seattle, Wash., by the Retail 
Jewelers’ Association of that city. 
The jewelers pooled ther funds in 
order to make the New Year brighter 
for an unfortunate family. Their 
contribution will enable Mrs. R., 
struggling to keep her three children 
with her, since Mr. R. walked out, to 
take a business and secretarial course 




















that will doubtless render her self- 
supporting, while at the same time 
furnishing immediate funds for 
needed food and clothing for the lit- 
tle family. 

The members of the jewelry trade 
in Seattle were commended through- 
out Seattle for this practical contri- 
bution and demonstration of good 
will. 
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HAT makes a good window 
display? 

“The answer,” says Jerome E. 
Walter, manager of the 
Namm Brooklyn, 
learned by watching one of those 


display 
store, “can be 
demonstrators in a store window, 
selling a corn cure, a knife-sharp- 
ener, or a wrinkle-proof necktie. He 
uses, if you watch him closely, most 
of the elements that make for good 
display. 

“First: He takes a quarter and 
taps on the window. (Item: The 
display must attract attention, for 
no matter how good a display is, it 
is no good unless people stop to look 
at it. 

“Second: necktie 
(Item: T'he mer- 
chandise must be shown to its best 
advantage.) 

“Third: He ties the necktie into 
a tight knot and then with a flourish 


He drapes a 
over his fingers. 


opens the knot and presto! Nary a 











wrinkle. (Item: Z'he selling points 
should be presented dramatically.) 

“Fourth: He holds up a card 
showing the price and beckons you 
to come inside. (Item: Convert in- 
terest into action.) 

“Selling merchandise is not the 
only function of good display. 

“Display should give the store 
an identity—an individuality. Dis- 
play may be used to counteract an 
over-promotional condition in the 
store. Display can give drama to 
promotions. Display may be used to 
build customer acceptance, by sell- 
ing the public the store’s fashion- 
rightness or the completeness of its 
departments. Display, too, may in- 
troduce new departments, new price 
lines or bolster up weak depart- 
ments.” 


© © 


I anyone can better the record 

of Julius White in the jewelry 
trade we'd certainly like to hear from 
him. 

On Jan. 7 the Whites celebrated 
their 75th wedding anniversary, and 
Mrs. White’s 89th birthday, at their 
home in Rolfe, Ia. They have four 
18 grandchildren and seven 
great-grandchildren. 

Mr. Rolfe began his career in the 
jewelry trade at the age of ten when 


sons, 


he learned to repair watches on his 
father’s farm. At 14 he was appren- 











"| want some cocktail glasses that look like they hold more than they do." 


88 


ticed to Henry Rogers at Mount 
Vernon, Ia., where he worked the 
first year for only his board. The 
next four years he worked for the 
munificent sum of $50 a month. He 
moved to Rolfe in 1882 and has 
operated a store there since that 
time. He took his son, Carl J. White, 
in partnership with him in 1893, 
While prevents 
him from working at the bench now, 


failing eyesight 


he still makes two trips to the store, 
a distance of three blocks which he 
covers through the worst days of the 
winter. He will be 93 in March. 
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EVEN pink gems were used as 

basis of a lecture by William O. 
Theis, Registered Jeweler, A.G.S., 
of the Webb C. Ball Co., Cleveland, 
O., last month, before alumni of 
Theta Phi Alpha sorority. 

Mr. Theis used the pink stones to 
illustrate the wide range in value 
and appearance of similar gems be- 
longing to different species. He 
pointed out, by the use of actual 
specimens and by blackboard dia- 
grams, the characteristic differences 
between genuine rubies and sap- 
phires and their synthetic reproduc- 
tions, bringing to the attention of 
the audience that while the latter 
would be owned by more people the 
fact that their differences could be 
detected by the gemologist secured 
the value of the real gems and pro- 
tected the investment of the owners 
who preferred them because of their 
wealth of tradition and because they 
inspire pride of possession. 


© > 


O back up their local newspaper 

- advertising, the Kay Jewelry 
Stores, during the recent holiday 
season, ran 18 full-page advertise- 
ments in 13 national mediums, in- 
cluding Saturday Evening Post, 
Liberty, Collier’s, Cosmopolitan, and 
Look. 

This was the fourth year that 
Kay had bought space in mass circu- 
lation periodicals. 

The ads asserted that “this year 
more than 2,000,000 people will do 
their shopping at Kay’s,” and con- 
tained an order coupon to be mailed 
to the nearest of the 45 Kay stores 
listed in a panel across the bottom. 

Admasters, Inc., Washington, 
D. C., prepare Kay’s advertising. 
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The Diamond Valentine [n a newspaper advertisement with a lace Valen- 
4 \} tine border picture a large diamond superimposed upon a heart, and the word- 
ing. “To My Valentine. For many centuries the diamond has been the symbol 
of love and devotion—what could be a more appropriate Valentine gift?” v 


Suggested by J. Jessop & Sons, Inc., San Diego, Calif. 


C) The Photograph Valentine Devote an entire window to the display of 
silver photograph frames, with the card, “Nothing so individual as your photo- 
graph. Give your Valentine your picture in a beautiful silver frame.” Show 
bud vases, flower bowls, bon bon dishes and other silverware gifts, in the $5 to v 


310 range, in another window. Suggested by Slavick’s, Los Angeles. 


The Venetian Glass Valentine Arrange a table with plenty of Valentine 
color—red Venetian glass bowls, vases and small dishes, with crystal candle- 

¥ sticks holding crimson tapers. Cover the table with a cloth of delicate blue and 
suspend above it a large crimson heart, lettered: “Lovely Venetian glass—Art 
pieces that lend attractive charm to the home.” 


Suggested by Boyson Jewelry Co., Long Beach, Calif. 


The Locket Valentine Instead of spending a dollar for candy or flowers, 
young people are delighted to buy their Valentine something sentimental and 
¥ lasting for the same price. Show heart lockets and heart charms on billowing 
red and white silk in a window, with the glass covered with gold paper and a 


large heart-shaped section cut out. Suggested by The Broadway, Los Angeles. 


The Silver Valentine What more appropriate than silver as an enduring 
Valentine? On glass-topped stands (see picture) display many individual pieces 
of silver. Large wire hearts, tied with clusters of violets, make effective decora- 
tions. On a card, down front, adorned with a heart, write, “This handsome pat- 
tern is guaranteed quality. It takes timely reduction for Valentine giving.” 


Suggested by Barker Bros., Los Angeles. v 


The Acrostic Valentine Feature the “dearest” ring for “her Valentine gift.” 
This ring arranges seven stones so that the first letter of their names spells 
“dearest” —diamonds, emerald, amethyst, ruby, emerald, sapphire and topaz. 


Suggested by S. Kind & Sons, Philadelphia. 
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by ROBERT A. LATIMER 





Hesitant to handle costume jewelry? Afraid 
it would lower your standing? You're mis- 
taken, say Mermod, Jaccard-King, who find 
it actually builds prestige besides creating 
new store traffic and yielding good profits. 








Frequent ads, with prices quoted on all 
items shown, are an important factor. 
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HERE’S an infinitely higher possibility of consis- 

tent profits and first-line business in merchandising 
costume jewelry than is usually suspected, many leading 
jewelers of the nation are beginning to agree—and in- 
stead of ruling costume jewelry off to a small corner 
shop, or using it as a supplementary to other depart- 
ments, some are finding hitherto undreamed-of revenue 
in bringing costume jewelry “out in front,” spotlighting 
it equally as well as other main departments. 

No better example of this new trend of merchandising 
can be had than Mermod, Jaccard-King of St. Louis, 
whose costume jewelry department is constantly one of 
the busiest spots in the store, as well as one of the most 
evenly profitable. However, Jaccard’s activities in cos- 
tume jewelry can scarcely be described as ‘“‘new’’—for 
this big St. Louis store realized the potentialities of this 
merchandise a full ten years ago, and has been promot- 
ing it steadily ever since. They believe in making the 
most of what is often merely a side issue in many other 
jewelry stores. 

“The costume jewelry department in a surprisingly 
large number of stores has been overlooked to the point 
that it is virtually an ‘orphan’ shop,” says Miss Kathryn 
Settle, who has managed Mermod, Jaccard-King’s cos- 
tume jewelry, stationery and gift departments for ten 
years. 

“The reasons for this are evident—its small unit 
price, lack of store space, and fear that in some mysteri- 
ous way a store will lose ‘prestige’ if it carries this kind 
of merchandise. Yet we have found that costume jewelry, 
properly handled, not only pays its way along with 


diamonds, watches and other traditional merchandise. 
— 


Many an additional customer is brought into 
the store by the costume jewelry department. 





traffie and profits! 


but is actually a creator of prestige, as well as a splendid 
‘feeder’ for other departments.” 

Miss Settle’s department occupies less than 5 per cent 
of the total floor space of the Mermod, Jaccard-King 
store, yet is one of its most active units. It is located at 
the point in the store where floor traffic is heaviest—a 
vital point in catching “impulse” sales and building 
word-of-mouth publicity—and is trimmed solely for one 
display idea: to “hit the customer in the eye” with color 





and merchandise appeal. 

It consists of a four-sided island case, brilliantly 
lighted both from above and within the display cases. 
Every piece on show is displayed against a background 
of black velvet, and is spaced carefully to give each the 
maximum amount of eye-appeal. This is a strict display 
policy which pays excellent results in the form of im- 
pulse sales from casual visitors. Jaccard’s learned long 
ago that the worst feature of merchandising costume 
jewelry was the helter-skelter, haphazard display ar- 
rangement common to such shops, and has studiously 
avoided any such drag on its appeal. 

There are several vital points of importance to making 
costume jewelry successful, under Miss Settle’s theory, 
but none more indispensable than a well-trained, efficient 
staff. Her sales staff consists of five girls, all young, 
personable, and dedicated to their jobs. Each is a grad- 
uate of some other section of the Jaccard store, and is 
accustomed to dealing in upper price brackets before 
handling costume jewelry. This background is valuable, 
Miss Settle points out, in that her staff feels no hesi- 
tancy about going into upper price brackets with the 
customer and can speak knowingly. 

(Please turn to page 63) 
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FEDER'S ENJOYS A CORNER LOCATION 


PERSONAL S 


T’S unusual enough for a jewelry store in a city the 

size of El Paso, Tex., to stock $20,000 worth of 
sterling silver, but it is even more remarkable to obtain 
a three-times-a-year turnover on this stock, which is 
said to be the largest carried in all that huge South- 
western Empire that lies between Dallas and Los An- 
geles, Denver and Mexico City. 

The society columns are Feder’s chief lead to new 
sterling customers, and to each prospective bride is sent 
a personally written invitation, without any commercial 
enclosure, to come to the store and select her preference 
in silver patterns. Carefully selected literature is sent 
under another cover. When the selection has been made, 
a card index file records the pattern, and keeps a record 
of what items have been purchased by or for each 
customer. 

“Girls really have no idea what they want, either in 
style, pattern, or make,” says Mrs. Henrietta Collier, 
silver department manager, and Mrs. Collier takes them 
“They're nearly always glad for 
and to have 
appropriate 


thoroughly in hand. 
someone to help them make up their minds, 
assistance in deciding what pattern is most 
for their other possessions, their linen, furniture and 
so on.” An important phase in Mrs. Collier’s technique 
is that she does not exhibit individual pieces by them- 
selves in showing any pattern, but lays out four pieces, 
knife, fork, salad, and teaspoon of each pattern in 
groups. 

“A single piece of a pattern loses its identity if 
shown by itself,’ commented Mrs. Collier, “I have seen 
clerks take a single fork or knife out of a chest assort- 
ment of silver, and try to sell the set from the single 
sample. It never works, because, isolated in the cus- 
tomer’s hand, one pattern may look no different from 
others, and the personality of the set is lost, while the 
appeal of silver as a complete service is its greatest 
selling factor, and naturally, we're trying to sell sets, 
not single pieces.” 

The style of marking is also recorded on the index 
card, as a guide to engraving future purchases. When 
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TWO WINDOWS ALWAYS SHOW SILVER 


FELLING PLUS SPARKLING 


42 


When a jewelry store gets a three-time 
turnover on a 820.000 sterling silver stock 


—that’s news! Feders gives brides six 


teaspocns to start their flatware services. 


units of four pieces are purchased, and the popular 
unit of eight is not completed in some length of time, 
the purchaser is reminded by letter that her set isn’t 
complete without the other pieces. 

When the first purchase is made by or for a bride, 
Ieder’s makes the bride a wedding gift of six tea 
spoons in the pattern selected. These spoons may 
sometimes exceed in value the cost of the initial pur- 
chase, but six orphan tea spoons are seldom allowed to 
remain orphans, and inevitably the other pieces to fill 
out the six sets will be ordered before long. This is a 
vehicle which gives the bride such a start on a com- 
plete service as to make her unwilling to cease adding 
to it until it is complete. Nathan Feder, owner of the 
store, believes that, in addition to a tremendous good 
will value, the gift custom has been instrumental in the 
completion of more full-set purchases than any other 
factor. When new pieces are added to any pattern, all 
owners of full or partly completed sets are notified by 
mail. 

One of Feder’s sales promotions interests girls in 
the desirability of silverware before they reach the age 
of marriage. Each year, Mr. Feder offers a prize of 
$10 to the girl in the El Paso high school English 
classes who writes the best essay on the silver pattern 
she would like to own, and why she chooses it from 
others. The girls are provided with literature illustrat- 
ing the various patterns, and are welcomed in the store 
where they may inspect the various patterns, and learn 
about them from the clerks. 

A comment from one of the high school English in- 
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years? 


8 WALL CASES DISPLAY HOLLOW WARE 


DISPLAYS MAKE SILVE 


structors expresses the future value of this contest: “Up 
through the high school age, girls are rarely conscious 
of home furnishings and possessions as possible property 
of their own, having taken them for granted as pos- 
sessions of their parents. asked to 
decide what silverware they would like for their own 


However, when 
homes, and why, the desire for beautiful possessions 
arises in their minds, and once implanted, never dies, 
Naturally, 
Feder’s and the patterns which they present, are firmly 


but grows in interest from that time on.” 


implanted in the girls’ minds as the most desirable 
possessions possible. 

Twenty-five of the best essays from last year’s contest 
were sent to the manufacturers who complimented the 
promotion. The prize-winners have been sent gifts of 
six spoons in the pattern written about by one of the 
manufacturers and each contestant whose essay was sent 
in also received a sterling book marker from the same 
company. Another manufacturer sent a tea spoon to 
each contestant. 

Throughout the training of retail salespeople, em- 
pattern and per- 
Sooner or later, 


phasis is placed on selling silver by 
sonality, rather than as just silver. 
they believe, people will awaken to a satisfaction or 
dissatisfaction with the style of their silver, even though 
they may not have much preference at the time of 
purchase. To that end, Feder’s salespeople are trained 
to help customers select patterns which are likely to 
suit their personalities and other household goods, so 
that their satisfaction with the pattern will be lasting, 
and, since few complete sets are sold at one time, so 
that the completion of set purchases will ultimately 
come about. 

No monthly statement goes out without a single leaf 
insert presenting several silver items; on one side of the 
sheet is a calendar for the current month, with a para- 
graph relating to the precious stone which is the birth- 
stone for that month. The reverse side depicts several 


moderately priced silver items, such as tea strainers, 
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CLERKS SHOW PATTERNS BY SETS 

















VOLUME | 


bon bon dishes, or a small set of assorted items, which 1 
are suggested as gifts for the month’s gift occasions. 

The entire stock of sterling is always on full display, 
in eight cases which fill one long wall of the store, and 
in four floor cases in front of the wall cabinets. “Stock 
has to take up some space somewhere,” seems to be the 


Feder display philosophy, “so why not use visible 
space for it?” 
Both street sides of the store, at Texas and Mesa 
(Please turn to page 84) 


FEDER'S CORDIAL LETTER TO BRIDES 
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RINCIPLES of military science haven’t changed 

since Napoleon’s time—nor have collection princi- 
ples. But methods of warfare have changed enormously. 
Similarly, collection technique has changed much. An 
old-established Denver house, the Frumess Jewelry Co., 
makes a good case-study. This successful store has 35 
employes and at least 35 per cent of its volume is on 
credit. 

The credit office is organized with four collection 
typists and two telephone collectors. There is no col- 
lector—no outside man, who, on a part-time or full basis, 
works accounts. As the gasoline engine, propelling 
trucks, tractors, and tanks, has largely made the horse 
obsolete in warfare, so the telephone, providing voice-to- 
voice contact with delinquents, makes the outside col- 
lector a virtual superfluity for this store. 

Repossessions, of course, call for ovcasional outside 
visits. Some one is taken off the floor to get the mer- 
chandise. If the delinquent wishes to make an arrange- 
ment with the store, he must visit the credit department. 

The store’s collection activities are coordinated and 
made effective through an ingenious “box” system. Four 
“boxes” are in continuous use, and a fifth box is not, 
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Systematic Plan 
Removes Need 
For Collectors 
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Deer, Colorado 





GOOD CREDIT IS 
JUDGED: NOT IF 
ONE PAYS, BUT 
HOW ONE PAYS. 


BE PROMPT! 











We note you have not been making 
payments according to the terms 
of your agreement, which calls 
for payments of 


This matter should be given your 
immediate attention. Your credit 
standing with us, as well as with 
other creditors, depends mainly 
on the promptness and regularity 
of making your payments as agreed 
upon. 


We shall also expect your account 
to be brought up to date in the 
next ten days. 
Yours very truly, 
ed JEWELRY CO. 
L. E. RAY 
Credit Mgr. 
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by any means, neglected. The boxes are filing contain- 
ers, 9 inches by 1014 inches by 51% inches. 

Each is plainly marked on the front. 

The No. 1 box contains accounts on which payments 
have not been made for 30 to 60 days. About the tenth 
of each month an employe goes through the current file, 
lists all accounts on which payment has not been made 
since the first of the preceding month. For example, on 
Feb. 10, an account on which no payment had been made 
since Jan. 1 would be transferred to the No. 1 box. 

The No. 2 box receives the accounts which, at the end 
of a month, are still in the No. 1 box. Accounts here, 
then, will be roughly, 60 to 90 days past due. 

The No. 3 box contains all accounts which, at the end 
of 30 days in the No. 2 box, still show no payment made. 
These remain in the No. 3 box, if no payment is made, 
and repossession does not occur, until the annual charge- 
off date arrives. 

The “payments” box is the fourth container. The type 
of account which goes into this box is a headache in 
every credit department. Persistent efforts gets an occa- 
sional payment out of the debtor, but the balance re- 
maining is unsatisfactory. When payments are made on 
accounts in the delinquent boxes, the credit office decides 
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by JOHN T. BARTLETT 


Framess has 5 **boxes”’ for slow-pay accounts; 
collection workers magnetize the cash 


by phone and letters like these shown here 








Po STOTT == @ SILVERWARE JEWELRY 
ores ove . ae 


¢ »/ / 
Demver, Colorado 


At the time you made your pur- 
chase at this store, you signed a contract 
that you were to pay us 
You have been paying only at irregular 
intervals. 


We ask you to bear in mind that 
ALL PAYMENTS MUST BE MADE AS AGREED. We 
trust we will not be again compelled to 
call your attention to this fact. 


Perhaps you did not realice the 
importance of meeting all business 

tions promptly. We are, trereferé, writ- 
ing very plainly and frankly to you, so 
you will understand that it is to your 
own interest to take care cf your account 
properly and promptly 





Yours very truly, 


TS p, co 
L. E. fy 
Credit Mgr. 
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whether the account should be put back in the current 
file or put in the payments box. Out of boxes No. 1, 
No. 2, and No. 3, accounts often go to “payments.” 
From “payments,” accounts may be transferred to No. 3. 

The fifth box is P. & L. This box receives attention 
commensurate with the opportunity. An occasional re- 
covery is made. 

The Frumess box system resolves the collection task 
into logical divisions. Expert follow-up procedure, stand- 
ardized, is worked out for each. The manner in which 
the boxes visualize the collection job and its status on 
the several “fronts” is worthy of note. The open-type 
file boxes are always in evidence around the credit office ; 
portable, they are here, now there. The number of ac- 
counts in each box is approximately apparent at a 
glance. As numbers are reduced from day to day during 
a month, the current effectiveness, or otherwise, of office 
effort, is shown. 

Collection follow-up based on the large current file is 
a day-to-day operation. The general characteristic of 
this effort is moderation. There is no rule, for example, 
that delinquent accounts in this file must be followed up 
within five days or a week. In a specific situation, a 
follow-up might be even more prompt than this. With 
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many other accounts, there may be no follow-up for two 
weeks or even more. 

Collection workers go through the No. 1 box, by con- 
trast, once a week. The “payments” box has an interest- 
ing rule—twice a week letters! (Bear in mind the na- 
tures of these accounts as described in a previous para- 
graph.) The expectation is that John H. Jones, who 
paid $5 on his account on Saturday but is still badly 
behind, will be written a collection letter Tuesday or 
Wednesday. Of course, there are practical exceptions to 
the rule, but in general, the psychology of continuous 
frequent bombardment is found the most effective. 

Of the two telephone collectors, both are male. One 
might be termed a veteran of the art, competent to deal 
with the most difficult collection situation by telephone; 
the other is a “junior,” whose efforts are largely cen- 
tered on accounts in the earlier stages of delinquency. 
Basic objectives, of course, are to get at reasons for non- 
payment, obtain a definite promise. In late stages, the 
appeal may be direct and forceful, as the facts require. 
The more experienced operative handles the “returned 
mail” and “skip” cases. Many of the former are simple 
cases of customers moving and neglecting to notify the 

(Please turn to page 65) 














Keeping 


Business 





by H. G. OBERSCHELP 


Whichever way you drive near this 
Mid-Western town, you soon hit a large 
eity. BD. E. Pamp knows his home-towners 
aren’t duty-bound to buy at his store. 


but he’s won their trade in a big way 


HEN D. E. Pamp, jeweler, of Princeton, III., 

recently moved up Main St. into an establishment 
such as few towns of this size possess, it was not with 
a mere hope that increased business would somehow 
justify it. The new and larger store had been made 
definitely necessary by a steadily increasing volume of 
business. 

When you consider that Princeton, a town of only 
5000 people, is surrounded on three sides by such im- 
portant trading centers as Peoria, a city of more than 
100,000, Rockford with nearly 90,000, and the tri-cities 
of Moline, Rock Island and Davenport with a population 
of 130,000—(all within about an hour’s drive )—and 
that Chicago is only 90 miles to the east, it’s readily 
apparent that there must be something out of the ordi- 
nary about a jewelry store that can thrive and grow in 
such a location where most jewelers would think they 
were lucky if they could manage to eke out an existence. 

What was the secret? By what means was Mr. Pamp 
able not only to keep his home town trade from stray- 
ing, but actually to reach out and draw business from 
the surrounding territory in competition with these big- 
ger trading centers? 

“Suppose we were a jeweler in a small city like this,” 
we asked Mr. Pamp, “could you tell us how to build up 
the business?” 

“T think I could,” he said. “First of all, you should 


On Main Street 


KreaMir oor Werk id 





° The D. E. Pamp store would do credit to a city many 
times the size of little Princeton, Ill. (pop. 5000) 


think of your work as more of a profession than a busi- 
ness. That’s especially true in these smaller cities where 
the personal element is so strong. 

“Study the lines you are selling. Study gems, silver- 
ware, watches, jewelry, until you are recognized as an 
authority on all of them. (Mr. Pamp practises what 
he preaches. He has followed the course of study of the 
American Gem Society, and holds the title of Registered 
Jeweler from that organization. ) 

“Study your community. Your whole merchandising 
technique will depend on that. What is the social and 
economic status of the people? You can’t expect to sell 
high priced silver in territory that is economically geared 
to plated ware. What is the buying trend of your poten- 
tial customers? Once you have learned these things, 
select your lines accordingly, and buy only the best of 
each. 

“Keep in mind that an important part of your work 
is being of service to your community. Here is that per- 
sonal element that I mentioned. Often you can either 
sell a quality article that you know your customer will 
like over a period of years, or high pressure him into 
buying a more profitable article of poorer grade. If you 
are building a name for dependability you will take the 
smaller profit. If some organization asks for a lecture 
on gems, or watches, or china, or glass, get all the data 
you can, brush up on doubtful points, and make your 
lecture as entertaining as possible. These things are 
doubly important in small cities where you live with your 
customers, so to speak, practically all of your life. 

“However, I’ve never been very enthusiastic,” con- 
tinued Mr. Pamp, “about this idea of trying to sell peo- 
ple the idea that it’s their duty to patronize home-town 
merchants. I have always felt that people should buy 
wherever they can buy best, and that I deserve their 
business only if my store is as attractive, and my stock 
as large as they could reasonably find anywhere.” 

“What makes for a more attractive store?” we in- 
quired. “Are there any rules to follow?” 

“The best guide,” he answered, “is good taste. Every 
jeweler must cultivate that for himself, especially the 
art of arranging appealing displays. Here are a few 
fundamentals: 

“Use only your best goods for display purposes. Never 
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"Every jeweler must cultivate the art of arranging appealing 
displays," says D. E. Pamp, who's not afraid of big-city competition 


display tarnished silverware. Keep stock in rear of f eS ae ‘eae 


store, never in display cases. Don’t overcrowd displays ed F in (an To | 
Uy 


-one or two choice items properly used are better than 
a dozen. See that the repair department occupies an 
unobtrusive place in the store and keep it orderly. 

“We give special attention to window displays because 


a raver DANOND 





they are such a good index to a jeweler’s business. Win- : —— he 
‘ : . YA Se sp TO 9500-08 


dow displays can be used to emphasize important fea- 
tures of a store. For instance, we occasionally devote an 
entire window to a single line of goods; watches, per- 
haps, with 100 or more high quality watches on display. 
This emphasizes our large stock of watches, just as a 
special silver display may show that we carry 14 pat- 
terns of sterling silver. Window displays should be 
changed at least once a week. 

“We have found that placing slow-moving goods near 
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the entrance and fast-selling items farther towards the he a 
rear stimulates the sale of these slow-moving articles. : 

For much the same reason the repair department is lo- 

cated at the rear of the store. 

“Oftentimes, in displaying articles that must be seen 
from different angles to be appreciated, mirrors can be “*. Pee ee Oe eee a 
used to good advantage. : . paul ie 

“We often display china or silverware on tables in 
regular table settings—with mixed prices, however. 
Price tables are used only to move old stock.” 

Special sales are rare in this store, and are not her- 
alded by ads of the “hurry, hurry, hurry” type. Over a 
period of years, Mr. Pamp has found that there is noth- 
ing to be gained by them unless he has something real to 
offer his customers. 

If the sale of diamonds determines the degree of trust 
given a jeweler by his patrons, then D. E. Pamp must 
have the full confidence of his customers, for, as he 
casually remarked, diamond sales have been remarkably 
good for several years. 

Diamonds are always displayed in the windows with 
prices. Outside of advertising that stresses their high 
quality, he employs no special technique in selling them; 
believing that if a jeweler builds up prestige as an 
authority on gems and has a reputation of handling only 
the best, good diamond sales will follow. 


However, Mr. Pamp by no means depends upon dia- 
(Please turn to page 64) 
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During the 10 days before Feb. 14 run a "different" Valentine 
window. This one has a big, red cloth-covered heart that "beats." 








FRONT VIEW 
OF FAN WHEEL 


HE 12th, 14th and 22nd of February provide 
opportunities for jewelers to tie in timely displays 
with nationally observed celebrations—Lincoln’s Birth- 
day, St. Valentine’s Day, and Washington’s Birthday. 
The warm glow of patriotism surging through Amer- 
ica’s 130 millions, and the birthdays of the President 
who founded this nation and the President who kept it a 
united people offer you occasion to win favorable atten- 
tion for your store with window displays honoring these 
great Americans. 

These displays should be graceful and dignified. As 
a background for either of these windows, drape two 
American flags in the manner indicated by the illustra- 
tion at the bottom of the facing page, and for a center 
attraction use a large photograph of George Washington 
or Abraham Lincoln. You probably have either in your 
store or home a frame suitable for displaying the photo- 
graph or drawing. 

Mount a nicely lettered card headed “American gifts 
honoring a great American” at one side of the floor of 
the window. A wide range of merchandise can be shown 
to advantage in a window of this type, because the dis- 
play pieces do not restrict the articles to wearables 
such as rings and watches. Other gifts such as silver- 
ware, candlesticks and clocks can be displayed to advan- 
tage, particularly in the case of Washington’s Birthday, 
if they have an Early American theme. 
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February’s 
Windows 


by ROBERT M. JORDAN 


as 


such 


Avoid facetious or semi-facetious scenes 
Washington chopping down the cherry tree or pitching 
the famous dollar across the Potomac. 

Besides being easy and inexpensive to install, the St. 
Valentine’s suggestion at the top of this page carries an 
“unlimited guarantee” as an attention-getter. A large 
heart, three and a half feet high, is the main dramatic 


element. The skeleton framework of wood or beaver 
board is covered loosely with red cloth, to which the 
phrase, “Heat Throbs Increase When You Give 


Jewelry,” is applied with cut-out letters. 

Your watchmaker can make the watch really throb. 
All he has to do is to connect a fan-shaped device made 
of cardboard with the second-hand of an inexpensive 
electric or spring-driven clock, mounted on a post behind 
and sideways to the back of the heart (see sketch). 
If four arms are attached to the staff that fits into the 
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second-hand pivot, the heart wiil pulsate every 15 sec- 
onds, due to the light contact between the mechanism 
and the cloth covering of the heart. 

A wide red ribbon may run from the base of the heart 
to the floor of the window. Group gifts for men, such 
as rings, keychains, cigarette lighters, billfolds, money 
clips and cocktail shakers on one side, with an arrow- 
pierced heart-shaped card pointing to them, and lettered: 
“Valentine Heart Throb Gifts for Him.” On the other 
side of the display fixtures, merchandise for women may 
be shown, and a similar arrow heart carrying the words, 
“Valentine Heart Throb Gifts for Her.” 

You can buy inexpensive red heart-shaped boxes to 
hold the St. Valentine’s gift suggestions in the window. 
Inserts of cardboard or cotton, cut to suit the require- 
ments of the various items, will raise them level with the 


American gifts form the theme of 
this Washington's Birthday atten- 


tion-winner, for the week of Feb. 22. 


tops of the heart-shaped boxes. A card lettered “‘Valen- 
tine Gift Boxes Furnished Free” will increase the sales 
punch of the display. 

It’s no secret that 1940 is Leap Year, and this offers 
a display opportunity that can be repeated, with extra 
punch each time, on three or four occasions. See the 
suggested layout above. Feb. 29 is Leap Year Day! 

The construction is simple. All that is needed is a 
drape and a well-composed poster illustrated with a 
pretty face and the lettering: “Don’t Forget—it’s Leap 
Year. When She Asks You, Here’s Your Answer.” 
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The expense of having the poster drawn by an artist, 
or strikingly painted in colors, can be charged against 
four different window displays. This is because the 
same window, once it is made up, can be repeated with 
minor changes later this year. For instance, in June 
the copy might read, “Hurry, Ladies! Leap Year Is 
Half Over,” and in September, “A Word of Warning 
—Only Three Months to Go in Leap Year.” 


Epiror’s Note: The author of this article, sixth of a 
series, Robert M. Jordan, is sales manager of the Ostby 
& Barton Co., Providence, R. I., manufacturing jewelers. 










Before Feb. 29, which is 
Leap Year Day, this dis- 
play will be timely. It may 
be repeated, with minor 
changes, later in the year. 
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Was Barnum 


by FRED V. COLE 


Editor, the Jewelers’ Circular-Keystone 


AS Barnum right? Is a sucker born every minute? 
Does the American public really like to be fooled? 

Evidently a lot of jewelers (if we may dignify them 
by that name) seem to think so. We've just finished 
reading several hundred retail jewelry ads clipped from 
newspapers all over the country during the month of 
December, and many of them certainly bear a strong re- 
semblance to the patter of a barker for a carnival side 
show, or a sidewalk “pitchman” selling the “Little Giant 
Patented Combination Potato Peeler and Dandruff Re- 
mover.” 

Those tactics may be all right for the carnival mid- 
way or the curbstone peddler—nobody takes them very 
seriously anyway, and the fellow who patronizes them 
more than half expects to be gypped. But it’s only a 
dime and he may get a laugh out of it, even if the laugh 
is on himself. 

Buying jewelry is a different thing. When John Q. 
Public purchases a watch or a diamond ring, it isn’t a 
laughing matter. He wants his money’s worth, and 
wants to deal with a merchant he can trust—not some- 
one in the class with the itinerant vender who folds up 
his little stand and vanishes when the cop appears. 

Why then this tricky, evasive, misleading advertising, 
these exagerated claims, false bargains, offers of some- 
thing for nothing, all of which on their very face are so 
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RIGHT?... 


unbelievable that they simply suggest the curbstone 
“pitchman.” 

Granting that ethics, honesty, and common decency 
are all matters of complete indifference to this type of 
“jeweler,” are these men who pride themselves on being 
smart really so dumb that they don’t realize they’re 
simply branding themselves as fakers in the eyes of the 
public? 

Glance through a few of these ads with us. Here’s a 
store that offers ‘‘a set of silverware” (grade, number, 
and kinds of pieces not stated)—“absolutely free” with 
the purchase of any diamond ring at $25 or more. An- 
other retailer, in the southwest, is even more generous. 
He gives a “beautiful 26-piece set of silverware, with 
an unconditional guarantee—absolutely free with any 
purchase of $19.75 or more that is made _ before 
Christmas.” 

A central western store is somewhat more conservative 

-all they'll give you is a floor lamp, but to make up for 
this, you need buy only $15, although the lamp is stated 
to be worth “up to” $7. However, a jeweler in another 
city not far away, will give you a “gorgeous 3-diamond 
ring” absolutely FREE with any purchase of $25 or 
over. He says it has a trade in value of $12.50 on the 
purchase of a larger diamond, though this seems hardly 
enough if the illustration is accurate, for the picture 
shows a center stone of at least 25 points. 

Did you ever hear one of those sidewalk vendors rau- 
cously shouting? ‘And with every Little Giant potato 
peeler, ladies and gentlmen, I’m going to give the lucky 
purchaser absolutely free this beautiful gen-u-wine guar- 
anteed silver spoon. Only ten cents. Hurry! Hurry! 
Hurry!” 

Then we have guarantees and insurance policies. A 
store in the Great Lakes district will not only sell you a 
$39.95 diamond ring for $19.95, but will throw in a “big 
full-size Christmas tree,” an insurance policy against 
fire, hold-up and burgulary, and pay for parking your 
car for two hours in a nearby public garage. 

Fire and burglary policies are as common as cigar- 
ette butts in a smoking room ashtray—and worth just 
about as much, when all the trick clauses are taken into 
consideration. But here’s a store that offers “nationally 
advertised” 21-jewel watches for $12, throws in a knife 
and chain free if you select a pocket model, and then 
guarantees your watch “against any accident that can 
happen to it for one-year——whether it’s your fault or 
anybody else’s.” Go in swimming with it if you want to 
—it won’t cost you a cent to have it fixed. 

But maybe you don’t want a watch. Well, there’s a 
store down south that advertised ruby rings for $9.50. 
The picture showed a stone that would be at least four or 
five carats even when the ring is reduced to actual size. 
Not an imitation or a synthetic, mind you—at least the 
ad doesn’t say so. No, this ring is “‘set with a sparkling 
ruby.” The description concludes with the words “A 
Value!” which we'd call a masterpiece of understate- 
ment. 
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Black Star 


Or maybe you'd like an “All Diamond Zircon,” what- 
ever that is. This will cost you a little more and you'll 
have to go up to New England for it. However, don’t 
let that discourage you, for you may get a new automo- 
bile with it, since your purchase will entitle you to a 
chance on a 1940 model the store is going to give to some 
lucky customer. 

Ever hear Old Doctor Whosis’ Medicine Show? “In 
every tenth package, ladies and gentlemen, there’s a 
brand new dollar bill—absolutely free with your pur- 
chase of the big 25 cent bottle. Who'll be the lucky 
winners? Hurry! Hurry! Hurry!” 

But here’s a real bargain. One store devotes a half of 
a full page ad to offering in big black type a ladies’ dia- 
mond ring, a man’s diamond ring, a ladies’ wrist watch 
and a man’s wrist watch—all described in the most glow- 
ing terms,—and all four for $24.95. No wonder the ad- 
vertiser feels it necessary to include a big headline assur- 
ing the reader that it is a “100% Bona Fide Offer!” 

We could quote plenty of other examples, but why go 
on? This screaming, hysterical, fire-sale type of adver- 
tising is fast approaching the point where it is defeating 
its own purpose. After all, the public isn’t composed 
entirely of dim-wits and morons. People learned long 
ago that they can’t get something for nothing, and that 
they'd better not trust the fellow who tries to make them 
think they can. The public’s trust and confidence is the 
most valuable asset a jeweler can have, and if his adver- 
tising sounds like a sidewalk faker’s patter, he’s taking 
one of the surest ways to destroy that trust. 

Forget the ethics of it—it’s plain bad business. As 
Napoleon said, “It’s worse than a crime—it’s a blunder.” 
When are some of these smart boys going to wake up to 
the fact that they’re not only hurting the jewelrv busi- 
ness, but are hurting themselves worst of all? 








One Big Show in 1940 


ANRJA and NACJ Agree to Merge Exhibitions Into One Big Show for 
All Retailers; Both Associations to Retain Separate Identity and Con- 
vention Sessions But Will Hold Them in Same City During Same Week. 


OLLOWING weeks of preliminary negotiation and 

discussion, the American National Retail Jewelers 
Association and the National Association of Credit 
Jewelers have decided to adopt the “one show plan,” 
which has been under consideration. 

The plan, as previously reported, is that instead of 
each association holding its convention and show in 
separate cities at different times, both, although retain- 
ing their separate identities, will arrange their meetings 
for the same city and the same week, during which one 
consolidated jewelry show, jointly sponsored by both 
associations, will be staged. 

Since the NACJ has traditionally held its conventions 
and shows in Chicago, while the ANRJA for the past 
several years has regularly convened in New York, it 
was felt that the location of the joint show should alter- 
nate between the two cities. When it is held in New 
York, the ANRJA, whose headquarters are in that city, 
will take care of the details of arrangements, while the 
NACJ, having its offices in Chicago, will take over the 
same duties in the years in which the conventions and 
exhibitions are held there. However, in each case, the 
sponsorship will be a joint one between the two associa- 
tions and both, regardless of the location of the event 
for that particular year, will cooperate in the promotion 
of the show and assist in attracting both exhibitors and 
attendance. 

The decision as to which city shall receive the first 
convention has been left to a vote of the exhibitors. This 
is now being conducted. 

It is believed that the new plan will benefit both 
manufacturers and retailers. Manufacturers will gain 
because holding one show instead of two will enable 
them to present their goods to both groups of retailers 
without duplication of expense and will avoid having to 
call in their sales staffs from active work on the road at 
two separate times. Retailers will benefit because with 
the consolidated show providing a more complete and 
representative showing of merchandise than either indi- 
vidual exhibition has been able to attract, they will be 
able to inspect all of the lines that are being offered for 
the ensuing year without the double cost of time and 
money for attending two separate conventions. 

Exhibitors, as well as officers of both associations, 
have pledged themselves to bend every effort toward 
making the new arrangement fulfil every hope and ex- 
pectation. Speaking in behalf of the exhibitors, the 
committee which has been representing them, has issued 
the following statement: 

“The exhibitors wish to express their appreciation of 
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the cooperative attitude displayed by the officers and 
committees of both ANRJA and NACJ in the working 
out of the details of a plan which necessarily presented 
many problems of a practical nature. 

“The exhibitors feel that the unselfishness and broad 
vision of both associations, as shown by their willingness 
to merge this important phase of the activities of both 
of them, in order that the best interests of the jewelry 
industry, as a whole, may be served, are distinct evi- 
dence of the far-sighted and broad-gauged leadership 
which every successful industry must have. 

“We pledge our utmost cooperation and support 
toward making the new consolidated show an unqualified 
success.” 

The directors of the National Association of Credit 
Jewelers in approving the plan, adopted the following 
resolution: 

“The directors of the National Association of Credit 
Jewelers unanimously accept the proposal for one annual 
jewelry show in 1940 and 1941, as proposed by a 
committee of exhibitors, and as presented to it by 
President Ralph Roessler, and Chairman of the Board 
of Directors William Gibson, and offers a most genuine 
and cordial vote of thanks to both men for the splendid 
work they have done in bringing this matter about.” 

Amplifying upon the formal resolution, President 
Roessler, of NACJ, said, “The National Association of 
Credit Jewelers will cooperate in every way and to the 
limit of its ability in making the new jointly sponsored 
show an unqualified success. This association has always 
had as its first consideration, the welfare of the jewelry 
industry. as a whole, and we believe that the new plan 
will result in a show which will be more satisfactory and 
more helpful to manufacturer and retailer alike.”’ 

Pledging the support of the American National Re- 
tail Jewelers Association, Secretary Charles T. Evans, 
commented : 

“Having agreed to hold a joint convention and trade 
show in conjunction with the National Association of 
Credit Jewelers, the ANRJA will endeavor in every way 
possible and to the best of its ability to make the meet- 
ings of 1940 and 1941 superior in every way to those 
which have preceded them at either New York or 
Chicago. We will do everything possible to secure the 
maximum attendance and to arrange and conduct the 
same high type of program which has been provided for 
members at previous conventions.” 

With all groups so united in enthusiastically endorsing 
and pledging their support to the new plan, there should 
be no doubt of the 1940 convention week being an un- 
qualified success. 
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THE WADSWORTH WATCH CASE COMPANY, INCORPORATED, DAYTON, KENTUCKY 
Offices: New York, 630 Fifth Ave. Chicago, 35 East Wacker Drive 
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by GARNET MORSE 


| Phen nett crowd-stopping window dis- 
plays are only the beginning of the sale, says 
Clemens M. Wolff. 

No matter how much variety and ingenuity you get 
into your window displays, the job’s only half done un- 
less the displays in the show-cases are equally new and 
interesting. 

Mr. Wolff is something of an innovator and explorer 
in “inside store’ display. This is the story of two ot 
his developments in the ring department of Hess & Cul- 
bertson Jewelry Co., Inc., in St. Louis, for which he is 
buyer. 

When Mr. Wolff assumed management of the depart- 
ment, stone-set rings were displayed in two dozen trays, 
each containing 56 rings, and laid out side by side in 
rows along the floor of the showcase. 

“First of all we made an experiment,’ Mr. Wolff re- 
counted. “In spite of the color represented by 18 
varieties of stones, the mass display confused the in- 
dividuality of each of the rings and made it hard to 
pick out one piece from other pieces near it. We proved 
this state of confusion by asking one customer after an- 
other to look at a certain ring; two or three directions 
were required before the customer found the 
mentioned. 

“We eliminated a lot of the confusion by removing 
half of the trays, leaving two and a half inches between 
each tray. At the same time we cut the number of rings 
per tray from 56 to 14. 


one 


“Next, we set the trays parallel with the case front 


and tipped them, so that the trays slant up toward the 
back in a double row and the case lights 
sparkle to the stones. 

“The result of these simple changes 


tomers standing even at one end of the case can see 


give lots more 


was that cus- 
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Clemens M. 


Wolff points to a well-spaced ring tray 


eounts in ring display 


clearly and distinctly every ring in the case.” 

New color combinations and better display back- 
grounds were introduced at the same time. Mr. Wolff 
has found any of the five following colors or combina- 
tions of colors more effective than the old-style black 
velvet: Champagne with garnet, wine with champagne, 
plain white, cream with green and bright orange. The 
last-named steps up yellow gold. 

Sale of engagement rings and wedding rings in Hess 
& Culbertson’s is stimulated by displaying glossy proofs 
of the store’s current newspaper advertisements for en- 
gagement and wedding rings in the show cases right next 
to the rings pictured in the advertisements. 

For example, when emerald-cut solitaires were adver- 
tised recently, Mr. Wolff mounted the two-column proof 
on a stiff cardboard backing and inserted the proof be- 
tween the two trays containing the better and most 
popular rings of this type. During the week this stunt 
was used, at least a dozen customers exclaimed “Here 
they are!’’ upon seeing the proof, and the value of the 
idea was demonstrated when the customers invariably 
asked to see the rings in the trays on either side of the 
advertisement, without mentioning lower-priced rings in 
the same case. 

“From week to week we spot at least two advertising 
proofs in each case where we show diamond engagement 
and wedding rings,’ Mr. Wolff went on. 
are pleased to find the advertisements as indications of 


“Customers 


the desired rings, and sales come more easily. 

“We closed out a ‘sale’ stock of slightly outmoded 
deep-cut diamonds in quick time by displaying the ad 
proof. On the other hand, displaying the top-price 
brackets along with the newspaper proofs keeps engage- 
ment ring sales spread evenly over the better-price 
lines without straining our promotional budget.” 
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Wire HAD A GREAT YEAR. The 
public has spent increased millions 
forronsons. Why? Because the pub- 
lic is increasingly lighter-conscious. 
(Which is just another way of saying 
RONSON-conscious.) For their pock- 
ets, their handbags, their homes. And 
for gifts. This answer is inescapable. 
Dollars are facts. 

It’s going to be a greater year. 
More people are buying RONsONS 
for self-use. More people are “getting 
wise” to the fact that RONSONS are 
more desirable and safer than 
matches. The advertising — publicity 
—“trade aids’’*—will stress this 
point. Which will also increase your 





ONSON 


: Tia: 
ia RE 


gift sales. A RONSON user is a RONSON 
giver. 

The pace-makers of the current 
line are the basis of the new line. Sup- 
plemented with new designs you'll 
enjoy stocking. And values never 
before offered. Your jobber is now 
showing them. Simply ask “‘ what’s 
new in RONSON?” Your merchant’s 
instinct will recognize “sales action”’ 
when you see them. 





TRADE MARK REGISTERED 


See the complete RONSON lines through your jobber or at these permanent display rooms. New York: 347 Fifth Avenue; Chicago: 
ART MEIAL WORKS, INC. Offices and Factory: Aronson Square, Newark, New Jersey . . . Canada: Dominion Art Metal Works, 


CHICAGO GIFT SHOW, Suite 676 and 677 
PALMER HOUSE, January 29 to February 9, 1940 


U. S. Patents Re. 19,023—1,986, 754 


Canadian Patent Numbers 288,148—289,889--349, 108 


SEE THE RONSON EXHIBITS AT: 


NEW YORK GIFT SHOW, Suite 400A and 401A 
HOTEL PENNSYLVANIA, February 79 to 23, 1940 


British Patent Numbers 291 ,695—435 667 


“Tes 


| going to be a 


(sreat 


Ronson Year!” 







There’s profitable Ronson lighter 
and accessory business passing your 
door every day in the year. Feed 
your hungry inventory and go after 
it. Especially now while the “other 
fellow” may still be sleeping on his 
Christmas pillow. It’s the Early 
RONSON Bird who Catches the Fat- 
test RONSON Yearly Average. Which, 
as your balance sheet will tell you, 
is what really counts. 


*FREE: Increase your sales force without cost. The 
RONSON window and counter displays, folders for your 
mailings, mats for your local advertising, etc., are quiet 
but eloquent, experienced RONSON salesmen. Put them to 
work for you. The sooner you employ them the sooner 
you'll begin making ronson sales. Asimple request upon 
a post-card-addressed to ronson, Newark, N. J., and 
they'll enter your employ without costing you a penny. 


world’s greatest 
lighter 


36 South State Street; Los Angeles: 728 South Flower Street 
.. Toronto. England: Ronson Products Ltd., London, W.C. 2 


PARKER HOUSE GIFT SHOW, Swite 272 and 2 
PARKER HOUSE, BOSTON, March 4 t 9 pe 


Other Patents and Patents Pending 


4.5. ceammagins 


ee ee 











FL, sashity proud of her choker and 


pendant ball-watch, appears the platinum blonde sketched by our Paris 
artist. The design of the lion’s head neck ornament calls for tawny gold. 
Massive circular links hold the choker in place and suspend one of the 
popular little ball-watches, which could also do double-duty as a chatelaine 
or bracelet accessory. This design is by courtesy of l’Officiel de la Bijou- 
terie et Accessoires, Paris. 
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607 Fifth Ave., New York 


A well arranged, practical display and selling unit of IMPERIAL CULTURED PEARLS—J. L. Hudson Co., 





Detroit 


(5 enuine Beauty at Little Cost... 


IMPERIAL CULTURED PEARLS not only add a 
touch of classic beauty to the wearer, but add a 
mark of quality and distinction to the store that fea- 
tures them properly. The happiness of wear- 
ing beautiful IMPERIAL CULTURED PEARLS is 
matched only by the satisfaction derived by the 


jeweler in selling them. 


MOST PUBLICIZED LINE IN AMERICA 
From coast to coast IMPERIAL CULTURED 


PEARLS have been publicized to miilions of con- 
sumers for the benefit of retail jewelers. A mag- 
nificent display representing the Golden Gate 
Bridge and the Tower of the Sun, made of IMPERIAL 
CULTURED PEARLS can be had for a period of 
three days by any dealer carrying this line. We 
will be glad to tell you how your store can take ad- 
vantage of this marvelous publicity to effect a di- 


rect tieup. Write to our nearest office. 


IMPERIAL PEARL SYNDICATE 


Division of 


THE AMERICAN JEWELERS BUREAU, INC. 





5 North Wabash Ave., Chicago 
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210 Post St., San Francisco 
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¢ That’s a three-word story of the national diamond 
advertising. For scientific, impartial checking service 
shows that an amazingly high percentage of the per- 
sons who see the diamond advertisements read some or 
most of the copy. Look at these records for advertise- 
ments in four of the most important magazines. 


THE SATURDAY EVENING POST— 100% of the readers 
who saw the advertisement read some of the copy — 
more than 70% of them read most! 


LADIES' HOME JOURNAL — 100% of women seeing the 
advertisement read some of it — nearly 69% read most. 


LIFE —100% of the readers who saw the diamond ad- 
vertisement read some of it — nearly 60% read most. 


TIME — More than 97% who saw the diamond advertise- 
ment read some — more than 60% read most. 


Readership records like these show that the magazine- 
buying public is interested in diamonds. You can profit 
by that interest by tying into the national diamond 
campaign with your own local advertising and with 
the promotion helps shown here. 


De Beers ConsouipaTep Mines, Ltp., AND ASSOCIATED COMPANIES 





Reprints of advertisements, $2 per 100 



































a 
This promotional material has been approved by 
iene De Beers and will be distributed at cost in the United 
aapepeen States by The Reuben H. Donnelley Corporation. 
s caiiiaall Write for further information or order from: Diamond 
Advertisement Display Stand, Window or Counter Cards, Promotion Department, The Reuben H. Donnelley 
$4 each (including 7 sets of $1 for complete set of 12 Corporation, 305 East 45th Street, Mow York, N. Y. 


3 proofs each). 


(including 4 stands). 
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First Aid for Writers 





of Diamond Advertisements 


OT to write a diamond ad? Slow work? Short of 
G inspiration ¢ 

Take a look, then, at the following headlines—34 
bright ideas for getting a diamond advertisement off to 
a flying start. When you decide on an ad’s headline, 
the ad is half done, for the illustrations and text, to 
tie in with the headline, suggest themselves as soon as 
you slant your thinking in the direction the headline 
points. 

These headlines were used during recent weeks by 
23 different stores in 16 cities. Since none of them is 
copyrighted, you can use any of the heads, or twist 
them and turn them to your own needs. This list sup- 
plements 34 other original diamond ad headlines, pub- 
lished on page 46 of the JeweLer’s CircuLar-KeystTone 
for December, 1939. 

“Make her ‘proud to show her hanc 
Miller, Detroit. 

“You'll be doing something for her if you see these 
diamonds for yourself’—Dreifus Jewelry Co., Mem- 


3’ 9? 


—Square Deal 


phis, Tenn. 

“Good taste is not a matter of money”—Wright, Kay 
& Co., Detroit. 

“If you adore her—and the feeling is ‘nuptial’—then 
we know you'll appreciate these ‘engaging’ Castelberg 
diamond values”—Castelberg Jewelry Corp., Baltimore, 
Md. 

“The stepping stone to happiness”—Bailey, Banks & 
Biddle Co., Philadelphia. 

“Let her ‘have a finger in it’”’—Square Deal Miller, 
Detroit. 

“A lovely ring for a'lovely hand”—Shuttles Bros. & 
Lewis, Dallas, Tex. 

“Diamonds are an investment in beauty”—R. Harris 
& Co., Washington, D. C. 

“Things you ought to know before you buy a dia- 
mond”—Wright, Kay & Co., Detroit. 

“Why does a better diamond mean more for your 
mone y?”’—Tilden-Thurber Corp., Providence, R. I. 

“Captivating elegance in perfect diamond engagement 
rings” —M. Jacoby, Portland, Ore. 

“Stretching diamond dollars—but never the truth” 
—Square Deal Miller, Detroit. 
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“Solitaires for small budgets’”—Lambert Bros., New 
York, N. Y. 

“T'o young men 
Stowell Co., Boston. 

“T'o a lovely bride from a discriminating groom’ — 
Lux, Bond & Green, Hartford, Conn. 

“Pledge your bethrothal with quality”—Philip H. 
Stevens Co., Hartford, Conn. 

“You can’t dodge the facts about diamonds”—Wright, 
Kay & Co., Detroit. 

“Diamonds graded scientifically cost no more”’— 
Geiger & Ament, Lowell, Mass. 

“The fine diamond has the advantage every time”— 
Schwarzchild Bros., Richmond, Va. 

“Can you trust your eye to pick out a diamond?” — 
Wright, Kay & Co., Detroit. 

“A word with you, Mister”—Castelberg Jewelry 
Corp., Washington, D. C. 

“There is no mystery in the way we sell diamonds”— 
Schwarzchild Bros., Richmond, Va. 

“Diamonds—a rich man’s gift at every man’s price” 
—May’s, Louisville, Ky. 

“There’s a lot to know about a diamond”—Tilden- 
Thurber Corp., Providence, R. I. 

“See ‘her’ diamond through ‘our’ eyes”—Square Deal 
Miller, Detroit. 

“To match her charm”—Sallan’s, Detroit. 

“Masterpieces of beauty and value’’—Foster’s, Provi- 
dence, R. I. 

“With this ring I thee wed... ”—Linz Bros., Dallas, 
Tex. 

“Eaclusively yours by Linz’—Linz Bros., Dallas, 
Tex. 

“Surrender she will, if you give it; he will, if you 
wear it”—Arthur A. Everts Co., Dallas, Tex. 

“T’o the bachelor who is going to marry”—Hardy & 
Hayes Co., Pittsburgh, Pa. 

“Simple yet striking grace features diamond engage- 
ment rings”—S. & N. Katz, Baltimore, Md. 

“You can pay more but you can’t get better diamonds’ 


think about a diamond’”—A. 


’ 


—Spector’s, New Haven, Conn. 
“Wedding bands of eternal splendor”—S. & N. Katz, 
Baltimore. 














Aquamarine 


as the Bloodstone. 
birthstone for March 


by ROBERT M. SHIPLEY, president, 


Gemological Institute of America 


Russian aquamarine crystal and 29 carat pendeloque 


O I understand that aquamarine belongs to 
the same gem species as emerald? 

A.—Yes. Emerald and aquamarine are both beryls. 
Aquamarine is the blue to pale sea-green beryl. It is 
called aquamarine because its exquisite color is like sea 
water. 


Q.—Are there other varieties of beryl besides 
emerald and aquamarine? 


A.—Yes, there is the golden beryl, the colorless bery] 
called goshenite, the yellow and brown beryl called 
heliodor, and the light red to light purple-red beryl 
called morganite. 


Q.—Where is aquamarine found? 


A.—Aquamarine is found in many parts of the world. 
In Brazil (Minas Geraes), Russia (Ural mountains), 
Madagascar, California, South Africa, Maine, Connecti- 
cut, North Carolina, Island of Elba, Ireland, Ceylon, 
India and Australia. 


Q.— Because it is found in so many places, I pre- 
sume its value is much less than the emerald? 

A.—Yes, a fine aquamarine demands a comparatively 
low price per carat. 


Q.—Can large gem-stones be secured? 


A.—Extremely large crystals have been found, ex- 
ceeding a ton in weight, but these enormous crystals are 
seldom gem material. They are usually coarse and 
opaque. However, there is one fine specimen in the 


mineral gallery of the British Museum which weighs 
875 carats and another crystal mined in Minas Geraes, 
Brazil, which weighed 243 pounds and was transparent 
from end to end. 
















Amer Museum of Natural History 


Q.—Is aquamarine a hard gem? 


A.—It is 714 to 8 in hardness and is tougher than 
its more valuable sister, the emerald. 


* * 


Q.—What are some of its distinguishing fea- 
tures P 

A.—Aquamarine has a low specific gravity, which 
means that a two-carat gem is much larger than a two- 
carat diamond. Other distinguishing features are its 
exquisite color and its low refractivity with resulting 
lack of brilliancy. 


* * 


Q.—If aquamarine lacks brilliancy, would it be 
a desirable gem for evening wear for women? 

A.—In an aquamarine the delicate color is its selling 
point, especially since that color does not fade by arti- 
ficial light. 


* * 


Q.— What causes the color in aquamarine P 
A.—The color may be caused by oxide of iron or may 


result from calcium. 


* * 


Q.—Are there other selling points for aqua- 
marine P 

A.—Yes. Aquamarine is increasing in vogue in this 
country. It has long been favored in England. The 
large, fine, flawless gems make exquisite ring-stones and 
can be set in bracelets as a beautiful ensemble. You will 
notice in recent moving pictures where much jewelry is 
worn a growing vogue for large aquamarine ring-stones. 


* * 


Q.—Is aquamarine used as a birthstone? 
A.—Yes, it is, with the bloodstone, chosen as the 
stone to be worn by the person born in March. 
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meucas Oulslanding . 
WHOLESALERS ~ \ America’s No.1 Debutante 


Wears Heller Cultured Pearls 


er tj e } Miss Plunkett and other leading 
@e debutantes will make front page new 


HELL ft BR f for Heller National Advertising 


CULTURED PEARL 
Crcations for 1940 


















C3 upon your wholesaler for the complete new 
Heller line... and the powerful new merchandising 
aids designed to make your stocks of Heller Cul- 
tured Pearls turn over faster and more profitably 
than ever before. The most arresting advertising 
campaign in Heller history is now under way to help 
you make sales-history. Get on the bandwagon of 


this biggest of all pearl years by getting in touch 





with your wholesaler today! 


ihe 
HOUSE OF HELLER 


| Pe oe eee ee 


e 






411 FIFTH AVENUE NEW YORK CITY 
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Established 1866 
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Importers and Cutters of 


DIAM S 


608 Fifth Avenue, New York 





Cutting Works: Antwerp—48 Rue Simons 
. Amsterdam—=33 Sarphatistraat 
64 West 48th Street London—23 Holborn Viaduct 























Spring! 


See “Schicksnap” styles in all 









qualities for your smart Spring 
necklaces and bracelets. Write 


for our representative today. 
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COSTUME JEWELRY BUILDS TRAFFIC 
(From page 41) 


Every member of the costume jewelry staff gets “ap 
preciation training” from Miss Settle—which means that 
they attend all style shows in St. Louis, study fashion 
magazines and keep up with trends to know the subject. 
Miss Settle quizzes each girl at a weekly sales meeting: 
an innovation which produces thoroughly competent ad 
vice to any customers. Moreover, they follow local social 
events, and can make recommendations of solid worth in 
this bracket. 

Jaceard’s average sale in costume jewelry is $5, prices 
ranging from as low as $1 up to $49.50. Sixty per cent 
of the department’s stock is invested in the higher- 
priced merchandise from $5 up. The remaining portion 
is split equally between low and medium priced lines, 
and display follows closely the same _ percentages 
simple proof that Miss Settle expects good business in 
her top lines, and always gets it. Working closely with 
manufacturers, the Jaccard shop constantly features 
new, interesting stocks, and keeps customer-acceptance 
at the same high level. 

When it is realized that costume jewelry takes the 
same rate of markup as diamonds and similar higher- 
unit-price stocks, and that its turnover is vastly swifter, 
the profit possibilities of costume jewelry can be readily 
appreciated. During 1938 Miss Settle’s costume jewelry 
volume topped the record year of 1929, and 1939 prob 
ably showed even better results. 


An interesting sidelight on the expansion of the busi- 
ness of the department was the addition, three years 
ago, of $1 costume pieces. At that time it was decided 
to build a display of these inexpensive items on a nearby 
table, in order to catch the customers who might be 
intimidated by higher prices in the main department. 
The excellent volume the dollar table enticed was so 
noticeable that a dollar table of selective jewelry items 
has been retained ever since, exercising a powerful pull 
on middle-class buyers. The volume end of the costume 
jewelry trade has thus been considerably increased with- 
out conflicting with better merchandise in the least. In 
that connection it should be mentioned that the dollar 
merchandise is never advertised. 

Miss Settle does not believe in using leaders or “sale” 
promotions in connection with her department, and ex- 
cept for an annual six-day storewide fall sale in No- 
vember, there are no discount or prohibitive-markdown 
“shots in the arm.” All shelf-warmers (very few) or 
small-end-stock merchandise is sold on small pads on 
the costume jewelry shop’s cases. 

Getting away from institutional management, Miss 
Settle relies on three merchandising aids, newspapers, 
windows, and a ‘“‘customer-list” follow-up by her staff. 
Four per cent of the costume jewelry revenue is budg- 
eted off for newspaper advertising, usually four-column, 
200-line spaces. Ads always feature one item only, and 
give that one piece every possible emphasis. Working 
closely with manufacturers, Jaccard’s is able to keep up 
a succession of “conspicuous firsts’’ which insures that 
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every ad is thoroughly read. Although the seasonal 
nature of most of this merchandise means that no set 
number of ads are used, the store averages five a month, 

In window display, Miss Settle puts her trust in one 
constant costume jewelry window, which is used to spot- 
light “popularity leaders’’ and changed once weekly, 
Jaccard’s is convinced that showing a small number of 
dramatized pieces is the most effective appeal—and 
sticks to that pattern religiously. 

Finally, the costume jewelry staff (which incidentally 
is the youngest sales staff in the city) uses the telephone 
as a means of building the department’s volume and 
prestige. Each girl keeps a list of style-minded cus- 
tomers in her “telephone books” and with individual 
patron’s preferences listed off, checks merchandise con- 
stantly for telephone selling to the customer concerned, 


telephone selling, by seasons or by shipments of new 
merchandise. 

Thus, Jaccard’s costume jewelry department is equal- 
ly important with any other of this leading St. Louis 
store, and has maintained a sales average which shows 
that adequate merchandising of this often-unconsidered 
branch of merchandise in fine jewelry houses can pro- 
duce amazing results. Department stores are doing it 
with their accessory shops—it’s time the jeweler took 
advantage of his natural assets. 


KEEPING BUSINESS ON MAIN STREET 
(From page 47) 


mond sales alone. His business is well diversified. For 
example, in 1939 he sold 1500 women’s handbags. Yes, 
1500 in a town of 5000. Beat that, some of you big city 
jewelers ! 

As in every other successful business, advertising gets 
a good deal of credit. Newspaper and direct mail adver- 
tising get equal attention. A seasonal schedule of adver- 
tising is maintained, stressing the holidays, and lasting 
from Thanksgiving well into the following June. 

Local weeklies provide all of the newspaper advertis- 
ing except for an occasional piece inserted in some 
neighboring county publication. Careful planning avoids 
repetition and monotony. All ads are of generous size, 
and always feature several lines of merchandise. 

At commencement time, letters of congratulation sent 
to graduates and their parents extend a personal invita- 
tion to visit the store. Brides-to-be are asked to call and 
select patterns in silverware and china. Cards and cir- 
culars often contain pictures of the store or its merchan- 
dise. Before the Christmas holidays special 16-page 
booklets go out to all prospective customers. These book- 
lets are often brought into the store months afterward. 

In brief, keeping business at home requires continuous 
and intelligent effort over a period of years. There is no 
short cut. 

Let the home town jeweler study the merchandise he 
is selling. Let him develop a nice sense of discrimina- 
tion, a sensitivity to beautiful design, an active interest 
in the buying trend of his community ; and combine these 
things with making his store so attractive that people 
will want to stop there every time they come to town. 

Before very long, he will find that he is keeping busi- 


| ness on Main Street. 
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PLAN REMOVES NEED FOR COLLECTORS 


(From page 45) 


store, but attention given is immediate, with telephone 
calls to neighbors, other logical information sources. 

Delinquent accounts are not divided between the tele- 
phone collectors and the collection typists. Both are 
constantly at work on the accounts. It may happen that 
on the day a telephone worker contacts a delinquent, a 
typist downstairs addresses a form letter, with neat fill- 
ins, to the same person. The attack on delinquency over 
the wires and by mail goes on ceaselessly, all the time. 
Accounts reaching the late stages of delinquency nat- 
urally receive the most individual treatment. 

“We believe that brief collection letters are best,” 
remarked L. E. Ray, credit manager. Many of the let- 
ters contain less than 100 words. The phraseology is 
dignified. Note-head stationery is principally used, with 
multigraphing in black, and Mr. Ray’s facsimile signa- 
ture in blue. Interesting lay-out idea occasionally used 
is a box with red border (the note-head is printed in 
blue). In the box is a credit preachment. One such box 
contained this statement in all caps—‘Good Credit Is 
Judged; Not If One Pays, but How One Pays. Be 
Prompt!” The letter below was as follows: 

“We note you have not been making payments accord- 
ing to the terms of your agreement, which calls for 
payments of 

This matter should be given your immediate attention. 
Your credit standing with us, as well as with other 
creditors, depend mainly on the promptness and reg- 
warity of making your payments as agreed upon. 

We shall also expect your account to be brought up 
to date in the next ten days.” 

Telegrams, sent to the debtor’s place of employment, 
are found effective. Sometimes these mention garnish- 
ment, sometimes not—the credit circumstances govern. 

The Frumess store is widely known for its aggressive 
sales promotion the year round. Collection promotion is 
on the same highly developed, modern basis. 


300 YEARS IN JEWELRY BUSINESS 


Jewelers who celebrate their 100th, 75th or even 50th 
anniversary in the jewelry business, are proud, and 
justly so, of their long records of continuous service. 
But here is a concern which through a direct line of 
succession, has been in the jewelry trade for 300 years 
continuously. Back in 1640 in far away Poland, Jacob 
Fabrikant became a jeweler and goldsmith, and from 
that day to this, each generation has continued the busi- 
ness. 

Today it is being conducted in America, under the 
name of Fabrikant Bros. of New York City. Three 
brothers constitute the firm, Benjamin, Herman, and 
William Fabrikant. All are active in the business—in 
fact, all three are young men and each is equally active 
in every division of their activities, buying, selling and 
finance. 

Thirty-five years ago their father came to the United 
States, and immediately set up in business to continue 
the trade which he had learned in his native land. He 
opened shop near the corner of Canal St. and the 
Bowery, where a well-defined jewelry district had 
sprung up, and the firm has always remained in the same 
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Mr. Jeweler: - 





COSTUME - JEWELRY - MINDED 
—are YOU ? 


+ 2 


Read the article on what costume 
jewelry means in building jewel- 
er’s volume, profits and prestige 
in the editorial section of this 
same magazine . 

Then make up your mind to be the 

Fashion-Leader in your commu- 

nity... 


We Can Help You—with the new- 
est in highly styled Costume 
Jewelry — in a full range of 


prices — designed by the 


CREATORS of the UNUSUAL 
Reg. No. 13280 —AS USUAL 


Walter Lampl 


20 WEST 47TH STREET, NEW YORK 


i agenamneenl 


Manufacturers of 


@ ORIGINAL CREATIONS IN JADE and other semi- 
precious stones mounted in Gold and Silver 


@ COSTUME JEWELRY styled to Fashion’s demand 

@ PLATINUM and GOLD WALDEMAR CHAINS 

® Unusual COMPACTS (Pat.) © STERLING SILVER 
JEWELRY 

@ BRACELET CHARMS, including Hearts of all 
types 








BLUE AND WHITE 


LMIRCONS 


HEMATITES CAMEOS 


SYNTHETICS 


JAMES A. DRILLING CO. 
2 WEST 46th ST. 
NEW YORK CITY 








OUTSTANDING $1.00 RETAILERS 
Illustrated above is an effective eight-strand loose twist of 
china beads. The aquarelle necklace (left) combined with 
green leaves is available in all Spring colors and combinations. 
The DeMedici reproduction (necklace and bracelet) in silver 
finish with small turquoise sets is authentic. Also shown are 
two popular lapel pieces in enamel and colored stones. 


These are just a few of more than four thousand jewelry 
items and compacts in our line to retail from $1.00 to $10.00. 


H. M. Schrager & Co., Inc. 


303 FIFTH AVENUE NEW YORK, N. Y. 
CHICAGO OFFICE: 36 S. STATE STREET PHONE STATE 8777 
Samples furnished to responsible firms 











neighborhood, having moved to their present modern 
air-conditioned quarters in 1935. 
As they became old enough, the three sons were 


| brought into the business, Benjamin learning the many- 
_facture of platinum jewelry, Herman, the trade of 
diamond setter, and William, the youngest, entering the 
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firm direct from college without an apprenticeship at 
the bench. The concern specializes in the purchase and 
sale of estate and pledged merchandise. Some of the 
goods so bought are resold in their original condition, 
Other pieces are completely broken up, the metal being 
melted down and the stones used in other ways, as for 
example, to decorate the line of diamond-set watches 
which is one of Fabrikant Bros.’ specialties. 

They are considered one of the outstanding concerns 
of the Canal Street jewelry district, doing an annual 
volume of several million dollars a year—a far cry 
from the small beginning of the family in the jewelry 
trade, 300 years ago. 








AN INTERNATIONAL JEWELRY DICTIONARY 


“Trade Dictionary of Precious Metals, Gemstones, Jewelry and 


Horological Products” by Herbert Oelschlaegel. B.1.B.0.A., 


The Hague, Holland. $5.50. Pp. 836. 

Shortly before the outbreak of the European War, 
B.I.B.0.A., the jewelry industry’s international organi- 
zation with headquarters at 1, Nooreinde, The Hague, 
Holland, issued a volume which ultimately will break 
down many language barriers among jewelers of the 
world. 

What jewelry manufacturer, importer or buyer, en- 
gaged in foreign correspondence, has not groped through 
the standard English-foreign language dictionaries in 
vain search for the foreigner’s name for one of the 
thousands of terms peculiar to the jewelry industry? 
Jewelers’ technical terms have been tough nuts to crack 
in another tongue. 

Now, Herbert Oelschlaengel, secretary of the Inter- 
national Organization for the Precious Stone, Precious 
Metal, Jewelry and Horological Trade (the B.I.B.0.A.). 
has turned a collection made over a period of years into 
a trade dictionary, in English, Czech, French, German, 
Italian, Portuguese, Spanish and Dutch. 

Each language is alphabeticized and numbered seri- 
ally, in its own part of the book. An example will show 
how easily one may translate into another language. 
For instance the word “escapement” appears with the 
number 1171 in the English language list, and, after 
the definition “watch driving force regulator,” the fol- 
lowing symbols appear: “d 2435; £1845; i 4293; s 1916; 
p 1864; t 1183.” Inasmuch as “d” symbolizes German, 
to find the German word for “escapement” one turns 
to word number 2435 in the German part of the dic- 
tionary and finds hemmung; word number 1845 in the 
French list reveals échappement; 4293 in the Italian 
section, scappamento; 1916 in the Spanish, escape; 1864 
in the Portugese, escape, and 1183 in the Czech, chod. 

A section in the Dutch language was added to the 
dictionary, in response to 4 number of requests. Pre- 
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pared after the rest of the book, the Dutch words are 
keyed for translation purposes to a special list of Ger- 
man ones. Using this key, one finds that the Dutch 
expression for escapement is the same as the French, 
échappement. 

In this manner it is possible to trace or translate in 
a few seconds any of the thousands of words and terms 
peculiar to the jewelry trades into eight foreign lan- 
guages, or vice versa, into English from any of these 
languages. 

Oelschlaegel’s “Dictionary” will be indispensible for 
all engaged in overseas jewelry and horological trans- 
actions, as well as for readers of foreign language jour- 
nals and literature identified with our industry. 





CARPENTER URGES "REASONABLE" GUARANTEES 


Every one in the jewelry trade who has ever heard 
Howard Carpenter, of the wholesale firm of Albert 
Walker Co., Providence, R. I., address a jewelers’ asso- 
ciation meeting, knows Mr. Carpenter's gift for pungent 
epigram and picturesque metaphor. 

From his facile pen has just come an intriguing book- 
let in his happiest vein which bears the mysterious title 
of “Spouting Rock,’ and in which he sets forth in his 
own inimitable style a lot of good sound observations 
on various questions of the jewelry business. We were 
particularly impressed with Mr. Carpenter's comments 
on the excessive guarantees which the selling methods 
practiced by some jewelers have led the public to expect 
as a matter of course. Pointing out that if a man treated 
his wife as badly as most men do their watches she would 


have grounds to sue him for separate maintenance, and 
that jewelers have foolishly allowed the impression to be 
established that anything they sell “is guaranteed, like 
the penalties of transgression, to the third and fourth 
generation,’ Mr. Carpenter suggests that some revision 
in the tactics of selling watches would be a healthy thing 
for the entire industry. 

He recommends that guarantees made by jewelers be 
rational as to provision and limited in duration, and that 
a stop should be put to the practice of customers making 
unreasonable demands on retailer, wholesaler and 
factory. 

He suggests some such guarantee as follows: 

“This watch is guaranteed by maker and seller to be 
free from mechanical defects, and in good running order 
when delivered. 

“The dealer will gladly assist in its regulation, but 
cannot assume responsibility for the correction of irreg- 
ularities due to neglect, misuse or accident. 

“It is suggested to the buyer that watch troubles, 
especially in small, delicately constructed watches worn 
on the wrist, may be caused by accidents of which the 
wearer may not be conscious.” 

We quite agree with Mr. Carpenter that watch guar- 
antees are often unnecessarily overdone and that too 
many sales talks lead the customer to believe that a 
watch will run perfectly no matter how much it is abused. 

A little return to sanity in the selling of watches 
would be a good thing for every one concerned. To re- 
tail jewelers who desire a copy, Albert Walker Co. will 
send one, so long as the supply lasts. 












GEM OF MYSTERY 


O those who are anxious about present conditions in Europe 
and how these conditions will affect the supplies and prices 


of semi-precious stones, we suggest the Zircon. We can con- 


fidently say that our stock of zircons is one of the largest and 


most complete in this country, and new supplies are constantly 


forthcoming. Naturally, we are anxious to serve you. 


Why not let us show you these Mystery Zircons today? 


DREHER BROS. and WIDER 


Importers and Cutters of Precious and Semi-Precious Stones 


48 WEST 48TH STREET 


NEW YORK CITY 
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Hall's silver 
collection, }> 
shown in a 

special silver 
room, is im- 
pressively de- 
scribed in this 
brochure, pre- 
pared when 
Hall's new 
store opened. 














HE three basic requirements for a profitable silver 

department are a complete stock of wanted mer- 
chandise; a competent service-sales organization; and a 
comprehensive year-round planned publicity campaign 
says Earl B. Hall of J. Herbert Hall Co., Pasadena, 
Cal. 

A silver department having those three legs to stand 
on will be the direct means of greatly increasing store 
traffic; both in new and established patrons; will make 
long-lived customers of new ones and will be greatly 
instrumental in causing a good live jewelry store to show 
a healthy, bankable net profit. 

Let’s skip the selection of merchandise, and assume 
the store has a well trained selling organization in order 
to get down to the real business of this meeting, pro- 
motion. 

After visiting many jewelry stores in many parts of 
the country this fact is self evident—those stores doing 
the best silver selling jobs are the ones having the best 


Pasadena jeweler. 
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Twelve months a year, Hall's advertises silverware 


HI-I-1-YO. Silver! 


Year-round silver promotion brings 


year-round profits to this 


By Harry R. Terhune 


publicity methods. Hall’s is no exception to this rule, in 
fact they do a superb job. That job is based on the 
premise that there is just one silver selling season, which 
consists of the months of January, February, March, 
April, May, June, July, August, September, October, 
November and December. 

Every month in the year is a good silver selling month, 
provided the store has the stock the public wants to buy 
at that time and does a comprehensive three-way promo- 
tional job. Three way? Sure, newspapers, windows and 
direct mail. 

In studying the silver publicity record book at Hall’s 
one significant fact stands out: there is practically no 
institutional silver advertising. All publicity is designed 
to do actual selling, specifically pushing the kind or type 
of silver to which the public is likely to be most receptive 
at that particular time. Every possible angle of silver 
promotion, either local or as a part of a national cam- 
paign, is made a part of the Hall program. 

“Maybe they can do that in New York or Chicago or 
Los Angeles, but we can’t do it here” is never the atti- 
tude at Hall’s. If a program can be put on anywhere, 
it can be put on equally well right in Pasadena. 

This constant advertising of silver has been the means 
of putting good plate and sterling into many homes that 
possibly before seriously considered starting 

(Please turn to page 70) 


never 
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Wallace Silversmiths “Shod” discs 
of Sterling Silver into wear spots 
(land 2) before stamping and plating. 
Wallace Sterling Silver Shod, to 
quote the Ancient Chinese, is“Yueh 











yu chih plin”..“‘the utmost in quality”. 
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No single picture can show the silver room in the Hall store in all its 
entirety. The above views show the collection from different angles. 


HI-I-I-YO, SILVER 
(from page 68) 


acquiring a well rounded silver service. 

Hall’s methods are a practical illustration of how sil- 
ver may be successfully and profitably sold every month 
in the year. Every month in the year a folder goes out 
to the mailing list headlining some good sterling or 
plated special, which is also featured in both window 
and newspaper advertising. This is good sound mer- 
chandising practice for a fine jewelry store. The repu- 
tation of the house is such that the public has confidence 
in values offered, hence both direct sales and the store 
traffic are greatly increased. 

Hall’s, like so many fine stores, has the problem of 
making the public realize that its prices are not excessive, 
and these monthly specials help to break down that 
barrier, as well as creating real interest and added busi- 
ness. Careful research has shown that silver is one of 
the very best mediums a fine store can have for keeping 
public interest aroused, and at the same time bring in a 
reasonable profit. It should be emphasized, however, 
that Hall’s never try to make silver a football, loss 
leader or anything of a similar nature. There is a tre- 
mendous difference between having legitimate specials 
and advertising or promoting cut prices. Hall does not 
cut prices. 

Take a year-round look at what is being done in this 
alert jewelry store. Some of the high lights are well 
worth considering. 

The angle for February of course is obvious. Silver 
makes excellent Valentine gifts, and this business can 
be developed to an amazing degree. 





Consider Baby Week. There is no closed season on 
babies, they are with us every day of the year, and 4 
new crop is always coming along. 

Capitalizing on Baby Week—April 29 to May 4, this 
year—is one of the best ways to introduce sterling into 
a home. In order to carry out the program logically, 
direct mail folders should be sent, a complete baby win- 
dow installed, and newspaper advertising should be 
built around the same theme. Babies have a universa} 
appeal and an approach based on this theme always 
strikes a responsive chord. 

In April and May comes the build-up for the June 
silver business. Various tried and original means of 
interesting the bride-to-be in selecting her pattern come 
into play, as in every well organized store. 

Mid-summer is used to publicize silver items having 
to do with cooling drinks, and for making patrons enjoy 
the warm summer months to much better advantage, 
“Beating the Heat by Means of Silver,” really sells 
many silver items. Buffet parties often mean the need 
of many new silver pieces. New silver for these affairs 
and for garden parties, barbecues and the like have a 
tendency to make summer entertaining more interesting. 
But, the public must be told about all these new things, 
and see them in the windows. 

September selling is always receptive to specials in 
sterling and plated ware. This month presents a fine 
opportunity for introducing new silver at a time when 
so many homes have been closed for the vacation period. 
September’s promotions are rather short and snappy, 
due to the need of a short period when silver is not 
pushed. Reason——so that the full force of the Thanks- 
giving silver appeal will be fully felt. 

October is an excellent month in which to introduce 
small hollowware pieces and fine tableware. Hall’s con- 
centrates upon well-known brands and couples these 
well-known names with its own fine reputation, not in 
institutional copy, but in advertising and windows that 
are calculated to sell silver. 

Often a tea set is featured as the monthly special at 


this time, when the winter’s season of entertainment is 
(Please turn to page 80) 


“Silver . . . Age- 
less Metal" is the 
title which J. 
Herbert Hall 
Co. gave to the 
section of its 
brochure which 
describes the 
company's silver 
offerings. This at- 
tractive halftone 
is from the bro- 
chure. 
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It will help you sell profitable set combinations. 
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The Silver Market 
During 1939 


Handy & Harman’s annual review records 
inereases for silverware manufacture: 


ealls treasury program a failure 


HE arts and industries of the United States and 

Canada last year consumed 34,000,000 ounces of 
silver, an increase of nearly 25 per cent over the previ- 
ous year, Handy & Harman, New York, declared in its 
“24th Annual Review of the Silver Market.” 

Percentage increases, for 1939 over 1938, were re- 
ported as follows: sterling silverware, plus 20 per cent; 
silver-plated ware, plus 30 per cent, and motion pictures. 
plus 10 per cent. “For jewelry, the increase was only 
slight, but in the dental trade it reached more than 
50 per cent,” the firm stated. “In the purely industrial 
field, as distinct from the arts, there was a marked in- 
crease in consumption which was largely attributable to 
the general improvement in business in manufacturing 
lines.” 

Both England and Germany last year consumed less 
than half the volume of silver noted for America. The 
arts and industries of Britain were credited with con- 
suming 15,000,000 ounces, and 16,000,000 ounces were 
estimated for Germany. 

World silver production in 1939 showed no change 
from the previous year. The total production, 266,000,- 
000 ounces, was apportioned as follows: United States, 
57,000,000 ounces; Mexico, 81,000,000 ounces; Canada, 
24,700,000 ounces; South America, 34,700,000 ounces. 
and all other countries, 68,600,000 ounces. It is inter- 
esting to note that 74 per cent of the world’s entire 
production of silver comes from the New World. 

Supplies from other sources than newly mined silver 
decreased tremendously—nearly 200,000,000 ounces less 
than in 1938. This was due principally to the smaller 
amount of demonetized silver which emanated from 
China and Spain. Exports from China, Hongkong, 
where silver dollars are no longer legal tender, India 
and Spain contributed largely to the total of 137,000,000 
ounces for supplies other than newly-mined silver. 

Turning to demand, Handy & Harman estimated 
United States Government purchases for 1939 at 341,- 
400,000 ounces, of which 60,600,000 ounces were derived 
from domestic ores and the balance consisted chiefly of 
foreign silver purchased under inter-governmental agree- 
ments. Treasury silver holdings, including coin in circu- 
lation, stood at 2,930,000,000 ounces on Dec. 31, 1939, 
compared to 2,588,600,000 at the beginning of the year. 

“Once again the year-end figures proclaim the futility 
of attempting to meet the requirements of the Silver 
Purchase Act that ‘one-fourth of the total monetary 
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U. S. sterling and plate makers required more 


value of the gold and silver stocks shall be in silver’,” 
Handy & Harman’s review declared. ‘After five and 
one-half years of operation, and after more than 2,200,- 
000,000 ounces of silver have been bought, the goal set 
by the Act is actually 291,000,000 ounces further away 
than it was when the legislation was passed in June, 
1934.” 

The firm said that the story of the silver market in 
1939 may be told in three chapters. The first chapter 
covers the period from Jan. 1 to June 26, during which 
prices for silver of foreign origin were stabilized by 
United States Government purchases at 43 cents. (Do- 
mestic silver production can be eliminated as a factor in 
the world price, because prior to June 30 it was pur- 
chased at 64.64 cents under the President’s monetary 
powers, and, under new legislation effective July 5, at 
the specific set-by-law price of 71.11 cents.) 

. The second chapter comprises the four-month period 
of world market fluctuations which commenced on June 
27, with a reduction in the Treasury’s buying rate, con- 
tinued through the early weeks of the European War, 
and ceased at the end of October when imports of silver 
were prohibited from entering England and India except 
under license. 

The third chapter, the firm stated, extends from Oct. 
30 to the close of the year. During most of this final 
period two silver markets existed—the world market 
represented by the United States Government price of 
35 cents, and the Anglo-Indian market represented by 
sterling and rupee quotations. 


Average “New York Official” silver quotations for 
the 12 months of 1939 follow: 
MMOS! case heise tevetots 42.750¢ REINS Vals ioe boeie ae <r 34.944¢ 
MWe. sices\tsevalcrarsiaeeis 42.750 UES og 5 ste wis nieces 35.951 
BIE asc iarsis cides 42.750 Co Oe oe 36.956 
PN 350: istsroee cos 42.750 NCD erearatalticreee te 35.726 
MRM eo icieveloietctaree eee 42.750 BOING, Seoicivisl ce akeucree 34.750 
OO arn lasia ess 41.955 PME aici nsiais ons oes 34.956 

Handy & Harman’s 24-page review concluded: 


“Whether the United States will continue to absorb all 
excess supplies of foreign silver is a matter for Congress 
to decide. If no action is taken to repeal the Silver 
Purchase Act, it is a reasonable assumption that the 
Treasury's buying rate will determine the lower limit 
of world silver prices, and that any advance above this 
level cannot be long sustained, provided no artificial 
restrictions are placed upon the flow of silver.” 
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Beautiful Mahogany Counter Display 
Case STOPS Customers ... dares 
them to look inside and see the 4 pat- 
tern selection of Sterling Silver Shod. 
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Harry E. Radix, Thomas G. McMahon, 


president secretary-treasurer 








Thos. J. Dee & Co. Embark 
On Seeond Half Century 


i personal coefficient assumes a greater import- | 
ance in a technological field, such as melting and re- 
fining, than one might suppose. Those who have had 
dealings with the Chicago firm of Thos. J. Dee & Co., 
which has just completed 50 years of service, recognize 
the great forward strides made by this firm under its 
present principals, Harry E. Radix, president, and 
Thomas G. McMahon, secretary-treasurer. 

Since these two men acquired the firm in 1920 its 
business has shown great development. 

The new home of the company, occupied in Septem- 
ber, 1938, has six times as much floor space as the old 
plant which had about 10,000 square feet. The offices, 
research and development departments alone are af- 
forded that much space in the new place. In addition 
the firm still maintains offices at 55 E. Washington St., 
Chicago. 

Mr. Radix joined Thomas J. Dee in 1899, ten years 
after Mr. Dee started the business. Within 20 years he 
had worked his way to the top and was in a position, 
with Mr. McMahon, to purchase Mr. Dee’s interest. 
Their leadership kept the firm in a strong position in 
the face of receding business during the depression and 
now has it in a dominant position. 

Mr. Radix is a past president of the Chicago Jewelers 
Association, and “Tommy” McMahon has headed both 
the Chicago Jewelers Club and the Golden Roosters. He 
was one of the founders of the Jewelers Club. They 
both have numerous outside interests, Mr. Radix being 
well known in Windy City sports circles in his capacity 
as president of the Chicago Arena, huge indoor ice- 
skating rink. Mr. McMahon swings a mean golf club. 
He also has made a reputation as a lyricist, having writ- 
ten humorous songs for many trade association affairs. 








The spacious plant, above, and interior views showing operations in 
the smelting, refining and rolling departments and in one of several 
laboratories, give an indication of the extent of the business con- 
ducted and the equipment used by this midwest metallurgical concern. 
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Platinum Prices 


In a War Year 


HE flight of pure iridium from $59 an ounce at the 

year’s start to $175 an ounce at its close was the 
most spectacular effect of the European War upon any 
of the platinum metals during 1939. 

To manufacturing jewelers of America, the soaring 
price of iridium in late August, September and there- 
after brought boosts in the cost of iridium-platinum 
alloys. Platinum alloyed with 5 per cent of iridium 
opened the year at $35.25 and advanced Jan. 19 to 
$36.50, where it held until Aug. 28, when it advanced 
to $40. Three advances in September carried this alloy 
to $50. It receded Oct. 19 to $47.50 an ounce, which 
price continued until the year’s close. 

Ten per cent iridium-platinum moved from $36.50 an 
ounce on Jan. 1, 1939, to $38 on Jan. 19, and $42 on 
Aug. 28. Rises on Sept. 7, 12 and 25 elevated the selling 
price of this alloy to $58. On Oct. 19 it was quoted at 
$55 an ounce, where it held until the end of the year. 

Refiners offered a new alloy, 5 per cent ruthenium- 
platinum, during the latter months of the year, as a sub- 
stitute for the alloy of platinum with a similar propor- 
tion of iridium. The ruthenium-platinum alloy was 
quoted from Sept. 25 to Oct. 18 at $42 an ounce, and 
from Oct. 19 to the year’s end at $40 an ounce. 

“All of the platinum metals held steadier than might 

, lave been expected in view of the disturbed conditions 
of the last few months,” said Charles Engelhard, presi- 
dent of Baker & Co., Newark, N. J., in a review of the 
platinum metals in 1939. “Platinum opened the year at 
$34-$35 per ounce and remained at this level until late 
August, when it advanced to $38, and later to $42. It 
then leveled off to $40 and remained at about that figure 
at the year-end. 

“Palladium was stable at $24 all year, as was rhodium 
at $125. Ruthenium prices varied during the year from 
$35 to $40, and osmium from $29 to $60.” 

Mr. Engelhard estimated 1939 world production of 
platinum metals at 500,000 ounces, compared with 460,- 
000 ounces in 1938 and 440,000 ounces in 1937. World 
consumption appears to be proceeding at a rate which 
will about equal production, he said. 

“The principal market for platinum metals continued 
to be the United States, where, it is indicated, imports 
for the year will exceed 250,000 ounces. The countries 
from which the United States imported the major por- 
tion of the platinum metals were Great Britain, Russia 
and Colombia, in the order of their listing. 

“Exports from the United States, which were largely 
made to France, Germany and Japan, will probably not 
exceed normal, and it is to be noted that since the out- 
break of the war such export deliveries have diminished, 
particularly to Germany. 
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“As was the case in other commodity markets, with 
the beginning of the war the market for platinum metals 
was somewhat disorganized. Governmental regulations 
as well as Governmental requirements for platinum 
metals found the United States and other neutral coun- 
tries with inadequate supplies. .. . 

“Despite the heavy buying of the past few months, it 
is apparent that the requirements of platinum metals for 
industrial and other purposes throughout the world are 
not yet satisfied. The continuance of the war should 
bring home to many of the neutrals the necessity for 
greater reserves of platinum metals.” 

Palladium, Mr. Engelhard noted, is being used in 
some countries as a substitute for gold in fountain pen 
points, watchcases, rings, spectacle frames and dental 
alloys with success, for the reason that one ounce of 
palladium will replace two ounces of gold when consider- 
ing both price and specific gravity. 

“In the jewelry field, despite efforts to popularize 
yellow golds, platinum has retained its dominant posi- 
tion as the noblest metal for diamond jewelry settings. 
There has been a wider acceptance of platinum for 
watchcases, as a result of large scale commercial pro- 
duction for the manufacturing trade. 

“At the New York World’s Fair, platinum took its 
place among the notable exhibitions. Many of the uses 
of platinum were featured in the Hall of Metals. They 
included platinum cladding for chemical use, platinum 
and palladium as catalysts, platinum and palladium in 
dentistry, jewelry, etc.” 


The continued large output of platinum metals from 
Alaska is of national significance, as it goes far toward 
making the United States independent of foreign sup- 
plies, says the Department of the Interior. 

Besides $22,900,000 worth of gold and $154,300 
worth of silver, Alaska last year produced 25,300 fine 
ounces of platinum metals valued at $936,000. Alaska 
thus takes its place among the half dozen largest plati- 
num producing countries of the world. Most of this 
production comes from dredge and dragline operations 
in the Goodnews district near the mouth of the Kus- 
kokwim River in southwestern Alaska. 
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@ From the new line of costume 
jewelry made by Morris Kaysen 
Co., 740 Sansom St., Philadelphia, 
is this 14 karat bracelet set with 
four blue zircons. It retails for $15. 





® Sparkling with marcasites, this new pin and 
watch case pendant, ready to be fitted with 
standard size watch, is offered by Kimler & 
Daniel, 83 Canal St., New York, to sell at $11. 








They’re New! 








© A fast retailer 
at $1 is this new 
streamlined cig- 
arette case, 
made in genu- 
ine leather by 
H. M. Schrager 
& Co., 303 5th 
Ave., New York. 
It holds 22 cig- 
arettes without 
crushing. A 
matching com- 
pact with sifter, 
puff and bev- 
eled mirror sells 
for $1, too. 


®@ If a lady wants to carry the picture of some 

treasured possession on her compact it can be 

reproduced in an original oil painting. All she has 

to do is give the jeweler the picture and her "Mas- 

terpiece Compact" will come to her. Walter 
Lampl, New York. 





® New sterling silver hollowware by A. G. Schultz Co., 
Baltimore, includes a mayonnaise bowl, two inches 
deep, $5, and a vase, five and three-fourths inches 


tall, $7.50 





© "America" is the name of the gracefully simple 

new pattern in sterling flatware recently produced 

by Concord Silversmiths Ltd., which is now under 
the management of Gen. John D. Murphy. 





© One of the new Wristacrat gold filled expanding watch bracelets for 
women, made by Louis Stern Co., Providence, to retail at $4. It comes in 
various finishes, including the new rose-colored gold. 


78 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for February, 1940 























THE JEWELERS’ CIRCULAR-KEYSTONE 
for February, 1940 








HI-I-l-YO, SILVER 
(From page 70) 
about to begin. Dresserware publicity in December and 
again in June is invariably resultful, especially in the 
newer, smart things. 

During January, Hall’s spruces up public interest 
in their store through special features at house cleaning 
prices. Women buyers expect this at this time of the 
year, so it is considered better merchandising practice 
to go along with the trend of stores in other lines of 
businesses, than to say “Business is bad, so there is no 
use of advertising.” This is the time to spend advertis- 
ing money in getting rid of the items the store needs 
to clear out at prices the public is willing to pay. The 
money so realized goes to buy new goods which in turn 
will readily sell at full price. 

Several times a year high school classes are brought 
into the store for a lecture on the romance and history 
of silver by a member of the firm. No mention of prices 
or patterns is made nor is there any attempt at selling, 
either directly or indirectly. Just getting these young 
folks to appreciate fine silver is enough. It will bring 
its own reward in due time. 

Twice a year, Hall’s features the idea of replacing 
old patterns, and finds this a good way to attract the 
older established trade who are not in the market often 
for newer silver things. These semi-annual events are 
timed for the months which otherwise might be some- 
what slow, so the promotion brings in extra business at 
a time when it is needed. 

Hall’s philosophy—and it’s proved a profitable one 








sums up about like this: Silver selling to be profitable 
must have a background of intelligent and consistent 
advertising every month of the year. Window displays 
and direct mail pieces must coordinate with the adver- 
tising. 

Every month can be made a profitable silver selling 
month. 

Popularize silver through the introduction of “spe- 
cials” of wide appeal. 

Promote silver the public wants at a time when they 
want to buy it. 


NEW ELECTRO-PLATING UNIT PERFECTED 


Designed for jewelers, dental laboratories, small plat- 
ing plants, hobbyists and small plating rush work in 
large commercial plants, a new electro-plating unit has 
been placed upon the market by the W. Green Electric 
Co., 192 Broadway, New York, under the trade name of 
Selectro-Plater. 

The unit incorporates the new selenium stack, de- 
livers 714, volts and 4 amperes on continuous load and 
over 8 amperes on intermittent load or flash plating, 
and operates on A.C. at line voltages of 105, 110 and 
125 volts. The power plant measures 10 x 6 x 5 inches 
and weighs about 10 pounds. 

To plate, the worker plugs into the electrical outlet, 
and connects the cathode and anode leads to the binding 
posts and plate. Engineers of the International Tele- 
phone & Telegraph Co. cooperated with Joseph B. 
Kushner in engineering the unit. 









ELKINGTON 


366 FIFTH AVE. 





Cbs; 


MANUFACTURERS OF ELEcCTRO-PLATED HOLLOW WARE 


SHOW ROOMS AND STOCK AT 





gOL” 
Originators of Electra Plate 


Birmingham, England 






On NICKEL Si_Lver And Copper 


SHEFFIELD REPRODUCTIONS 


& Co., INc. 





NEW YORK CITY 
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Directory of Trade Associations 





NATIONAL 


The names given in each case are those of the president and secretary. 


American Jeweled Watch Manufacturers Association—C. M. Kendig, c/o Hamilton 
Watch Co., Lancaster, Pa. 
American Jewelers’ Protective Association—Meyer D. Rothschild, 6 W. 48th St.; 
Walter N. Kahn, 608 Fifth Ave.; Miss M. L. Ryder, Asst. Secy., 17 W. 45th 
St.. New York City. 
mes National Retail Jewelers’ Association—Myron yo _— Main St., Dallas, 
; Charles T. Evans, 22 W. 48th St., New York Cit 
pa... Wateh Assemblers Association—Norman M. Morris, “oe Fifth Ave.; Louis 
Schwob, 22 W. 48th St., New York City 
Brotherhood of Traveling Jewelers—Bernard J. Clark; Archer L. Chapin, c/o Larter 
& Sons, 88 Parkhurst St., Newark, N. J. 
Canadian Jewelers’ Association-—J. J. Kennedy, Toronto, Can.; 
mond St., W. Toronto, Canada. 
Clock Manufaeturers’ Association of America—S. F. Ferguson, c/o General Time 
Instruments Corp., 109 Lafayette St., N. Y. C.; J. M. Ivory, 90 Broadway, 
New York City. 

Eastern Manufacturers and Importers Exhibit, Ine.—A. Stanley Brussel, 225 Fifth 
Ave. ; George F. Little, Managing Director, 220 Fifth Ave., New York City. 
Horological Institute of America—Harrison F. Babcock, Chester 12th Bldg., Cleveland, 

o; R. E. Gould, c/o National Bureau of Standards, Washington, D. C. 

The Jewelers Board of Trade—(a name used by the Manufacturing Jewelers Board of 
Trade)—Howard L. Carpenter, Albert Walker Co., 202 ~~ St.; Horace 
M. Peck (also treasurer), Turks Head Bldg., Providence, R. 

Jewelry Industry Publicity Board—Kenneth I. Van Cott; William D. McNeil, secre- 
tary, 366 5th Ave., New York City. 

Jewelers’ Security Alliance—Frank T. Sloan, 15 Maiden Lane; James H. Noyes, 15 
Maiden Lane, New York City. 

Jewelers’ Vigilance Committee—G. H. Niemeyer, 82 Fulton St.; A. L. Woodland, 
15 Maiden Lane, New York City. 


N. J. Leech, 73 Rich- 


Jewelry Crafts Association—Jacob H. Schaeffer, Shiman Bros. & Co., 234 W. 39th 
St.; Henry L. Sperling, 20 W. 47th St., New York City. 

Machine Chain Mfgrs. Association—Gottiob Armburst, Armburst Chain Co,, 
= st St.; Henry Goeckel, Pilling Chain Co., 140 Benedict St., re 
ence, 

Metal Findings Manufacturers’ Association—William G. Lind, T. W. Lind €o,, 
Providence, R. I... < pameee W. A. H. Wells, Wells Findings Corp., 80 Clifford 
St.. Providence, R. 

National Association of Credit Jewelers—Ralph E. Roessler, 102 E. 4th St., Marion 
Ind.; J. Frank Newman, 31 N. State St., Chicago, Ill. : 

National Costume Jewelers Association—Leo F. Krussman, c/o Trifari, Krussman & 
Fishel, Inc., 460 W. 34th St., N. Y ; Nat Levy, c/o Nat Levy-Urie Mande} 
Corp., 411 5th Ave., N. Y. C. 

National Gift and Art Association—A. J. Horgan, Chase Brass & ne Co., 10 
*. 40th St.; George F. Little, 220 Fifth Ave., New York Cit: 

National Jewelers Mutual Fire Insurance Co.—\V. H. Upmeyer, 101 es Ave., 
Milwaukee, Wis.; A. W. Anderson, Neenah, Wis. 

National Wholesale Jewelers’ Association--Lloyd G. Pattee, S. H. Clausin & (Co,, 
Minneupolis, Minn.; George A. Fernley, 505 Arch St., Philadelphia, Pa. 

New England Manufacturing Jewelers’ & Silversmiths’ Association—Willard A. Orms- 
bee, Taunton Pearl Works, Taunton, Mass.; Lewis S. Chilsom, J. M. Fisher 
Co., Attleboro, Mass. 

Precious Stone Dealers Association—Leopold Nathan, 71 Nassau St.; Isidor Lassner, 
10 W. 47th St., New York City. 

Sterling Silversmiths Guild of America—Denham C. Lunt, Rogers, Lunt & Bowlen 
Co., Greenfield, Mass.; Alexander Vincent, 20 W. 47th St., New York City, 

United Horological Association of America—B. W. Heald, 339 N. 35th St., Mil- 
waukee, Wis.; O. R. Hagans, 3226 E. Colfax Ave., Denver, Colo. 


STATE 


The names given in each case are those of the president and secretary. 


eee +¥ Jewelers’ Association—Charles Bromberg, Bromberg & Co., 218 N. 
Oth St.; W. Anderson, Jobe-Rose Jewelry Co., 1917 2nd Ave., N., Birm- 
a By Ala. 

Arizona Retail Jewelers’ Association—Harry Rosenzweig; Newton Rosenzweig, Phoenix. 

avian ag oll Jewelers’ Association—A. R. Kennan, Fort Smith; D. M. Stewart, 
uittle Rock 

Associated Credit Jewelers of New York and New Jersey—C. M. Bradbury, Royal 
Diamond & Watch Co., 24 W. 40th St.; Wm. Wagner, 45 W. 34th St., New 
York City. 

California Retail Jewelers’ Association—Philip H. Cowan, Kay Jewelry Co., Oakland; 
W. R. Burke, 2199 Shattuck Ave., Berkeley; Arthur H. Dibbern, 213 S. Glen- 
dale Ave., Glendale, executive secretary. 

Colorado Retail Jewelers’ Association—Wolf Hansen; O. R. Hagans, 3226 E. Colfax 
Ave., Denver. 

Connecticut Horological Association—Joseph O. Dahl, Waterbury; Earl R. Becker, 
New Haven. 

Connecticut Retail Jewelers’ mennetieieen L. Wilson, Danbury; Emil We! 

39 Colony St., Meriden. on sini 

Florida Retail Jewelers’ Association—H. F. Underwood, Palatka; G. W. Lawton, 
Orlando. 

Georgia Retail Jewelers’ Association—Macon Brock, Rome; J. Tom Cook, Macon. 

Horologicat Association of Arizona—Max Reiter, Phoenix; George L. Burgess, 16 N. 
2nd Ave., Phoenix. 

Horological Association of Georgia—Rudy L. Schneider, 107 Peachtree St., Atlanta. 

Horological Association of Idaho—Charles A. Braun, 434 State St., Weiser; Lester 
Hamilton, Nampa. 

a. Association of lowa—E. L. Berner, Fort Dodge; Perry Berglund, Sioux 

A ; 


Horological Association of Kansas—P. E. Loomis, Newton; D. A. Wells, 315 W. 18th 
St.. Hutchinson. 

ae ~~ Association of Nebraska—R. P. Kraatz, Morris Yost, 1720 Vinton St., 
maha. 

Horological Association of Virginia—Theron O. Sower; Richard V. Bailey, 231 Granby 
St.. Norfolk, 

IMinois Retail Jewelers’ Association—William Lambrecht, Jr.; Henry T. Mortensen, 
Rm. 304, 10 S. Wabash Ave., Chicago. 

Indiana poet Jewelers’ Association—Irving Chayken, Hammond; H. Elmer Lodde, 
419 Main St., Lafayette; Herman L. Lodde, Indianapolis, mer. dir. 

lowa Oetatt Jewelers’ Association—Louis Prastka, 122 3rd Ave., S. E., Cedar Rapids; 
Wallace G. Boyson, 213 3rd Ave., S. E., Cedar Rapids. 

Kansas Retail Jewelers’ Association—Frank Pfeiffer, Parsons; William J. Glick, 
Junction City. 

Kentucky Retail Jewelers’ Association—Nolte C. Ament, Louisville; Percy B. Stith, 
329 Guthrie St., Louisville, secy.-treas. 

Louisiana Retail Jewelers’ Association—Ralph Hereford, 218 Baronne St., New 
Orleans; S. Goldberg, Rider Jewelry Co., 161 Third St., Baton Rouge, acting 
secretary. 

Maine Retail Jewelers’ Association—E. J. Eno, Skowhegan; Stanton R. Francis, 
Brunswick. 

seninee ya? and District of Columbia Jewelers’ Association—Arthur J. Sundlun, 

5 F N. W., Washington, D. C.; Leon J. Engel, Baltimore St. at Hopkins 
Place iihionese: Md. 

Massachusetts Horological Association—Henry Desjardin, Beverly; Col. William H. 
Bright, Waltham, Mass. 

Massachusetts & Rhode Island Retail Jewelers’ Association—L, Blaine Libbey, 
Milford: John H. Peterson, Needham, Mass. 

Master Watchmakers of Colorado, Ine.—Ernst Peterson, 1626 Welton St.; O. R. 
Hagans, 3226 E. Colfax Ave., Denver. 

Master Watehmakers Association of Illinois—Harold J. Frisbie, 619 S. Pine St., 
reeport, secretary. 

Master Watchmakers Association of Missouri—Walter I. Betts, 218 W. Maple, 
Independence; Ernst Wetteroth, 10 Westport Road, Kansas City. 

Master Watchmakers’ Association of Oregon—R. E. Drews; H. Sabro, 6335 S. E. 
19th Ave., Portland. 

Michigan Retail Jewelers’ Association—S. D. Thompson, Mount Pleasant; Hugh C. 
Finley, 113 E. Michigan Ave., Kalamazoo. 

Michigan Watchmakers Associati Stanley Gaver, Grand Rapids; Brayton Lemon, 

Grand Rapids. 








Minnesota Master Watchmaker’s Association—W. W. Luce, Duluth; C. W. Gaskell, 
Paul. 


Minnesota Retail Jewelers’ Association- -Earl Barker, Bemidji; Lester B. Johantagen, 
1016 W. Broadway, Minneapolis. 

Missouri Retail Jewelers’ Association—Fred W. Pilcher, Mexico; Fred Sands, Diercks 
Bldg., Kansas City. 

Nebraska Retail Jewelers’ Association—E. F. Bruce, Hastings; 

New Hampshire Retail Jewelers’ Association—Robert A. de Montigny, Nashua; Mrs, 
Addie Fiske Goodell, Epping. 

New Jersey Retail Jewelers’ Association—L. J. Rad, 639 Bergenline 
New York: Henry C. Gelula, 1532 Atlantic Ave., Atlantic City. 

New Mexico Retail Jewelers’ Association—Paul R. Gantz, Silver City; Hoyt V. Hat- 
field, Box 624, Albuquerque. 

New York State Retail Jewelers’ Association—Leon Davis, Binghamton; E. Lathrop 
Sunderlin, 74 East Ave., Rochester. 

New York State Watchmakers’ Association—Miles KE. Pooler, 10 State St., Rochester; 
John De Vogel, 20 S. Pearl St., Albany. 

North Carolina Retail Jewelers’ Association—Ernest Neiman, 109 Fayetteville 
Raleigh; James Fox, Rocky Mount. 

North Carolina State Horological Association—Lawrence G. Ballard, Box 
secretary. 

North Dakota Retail Jewelers’ Association—C. A. Bonham, Bismarck; Iver Larson, 
Mandan. 

Ohio a Jewelers’ Association—Henry W. von Unruh, 932 E. MeMillan St.; 

ifford P. Simper, 705 Vine St., Cincinnati. 

Ohio auneeey Association—L. W. Heimberger, 245 S. High St., Columbus; 
Frank Foegler, 31 E. 4th St., Cincinnati. 

Oklahoma Horological Association—G. C. Heidinger, Sapulpa; C. D. Hurst, 118 
N. W. 47th Sr., Oklanoma City. 

conn Y eee Jewelers’ Association—Willis D. Waugh, Okmulgee; H. V. Gritz, 


C. J. Stiastny, Lincoln, 


Ave., West 


St., 


596, Wilson, 


oreaon. ee Jewelers’ Association—Albert Molin, Portland; Edward N, Weinbaum, 
824 S. W. 5th Ave., Portland. 
ee Horological Association of—George Niesslien, 514 Clark Bldg., Pitie- 
burgh; J. P. Sommer, 1524 Beaver Ave., Pittsburgh. 
Pennsylvania Retail Jewelers’ Association—H. R. Rogalsky, Bradford; Frank C. 
Bayer, 17 E. Market St., York, Pa. 
Retail Jewelers Association of Western Pennsylvania—Leonard D. Helfer, 715 Liberty 
ve., Pittsburgh; Herman M. Hollander, Plaza Bldg., Pittsburgh, managing 
director. 
Rhode Island Horological Association—Leo J. Abisch; Theo. Vaine, 212 Union St., 
Providence, ie 
South Carolina Retail Credit Jewelers, Inc.—C. M. Brooks, Spartansburg; B. 
Brown, Laurens. 
South Carolina Retail Jewelers’ Association—J. B. Folsom, Sumter; Rudolph J. 
Ortman, Charleston. 
South Dakota Retail Jewelers’ Association—Carl R. Damuth. Redfield, acting secretary. 


Tennessee Retail Jewelers’ Association—C. C. Breese, Franklin; D. M. Meeks, Dyers- 


N. 


Tennessee Watchmakers & Jewelers Association—T. O. Pearson, Lee Bldg., Memphis; 
Ralph Langreck, 42 Arcade, Nashville. 

Texas Retail Jewelers’ Association—R. D. Armstrong, Waco; B. L. Turner, Corpus 
Christi 

Vermont Retail Jewelers’ Association—Napoleon O. Cote, Bellows Falls, president. 

vo one gee ao Association—Harry George, Jr., Keller & George, Charlotte- 

: H. N. Cloutier, Waynesboro. 

mm... alo Retail Jewelers’ Association—Louis Friedlander, 5th Ave. & Pike 
St., Seattle: Dr. W. J. Hindley, Lloyd Bldg., Seattle. 

Watchmakers Association of Indiana, Ine.—H. W. Schaefer, Indianapolis; Robert W. 
Smiley, 620 Oregon St., La Fayette. 

Watchmakers Association of Kentucky—S. H. Shaw, 305 Mid-West Bldg., Louisville, 
president. 

Watchmakers Association of New Jersey—George Doehrmann, Elizabeth, N. J.; C. E. 
Cashmore, 812 Chestnut St., Roselle, N. J. 

West Virginia Retail Jewelers’ Association—A. I. Polan, 708 Kanawha St., Charles- 
ton; William Caplan, 318 W. Pike St., Clarksburg. 

Wisconsin Retail Jewelers’ Association—E. R. Fuchs, Milwaukee, A. W. Anderson, 
Neenah. 

Wisconsin Watchmakers Association—R. L. Avery, Appleton; B. W. Heald, 339 N. 

35th St., Milwaukee. 











SECRETARIES, PLEASE NOTIFY US OF INACCURACIES OR CHANGES, SO THIS LIST MAY BE ALWAYS UP-TO-DATE 
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Ne 


OLD GOLD 


Refining and manufacturing—this is 
our highly specialized field. 


_~ ‘ss 


Our facilities are right: there is no lot 
too small, none too large. 


DEE & CO. 


is recognized as the jewelry trade's 
refiner since 1889. 





DEE CHECKS SATISFY 














Precious Metals reclaimed in refining old gold, filled and plated, spectacle 
scrap, bench and floor sweeps, polishings, filings and washings, 


- ARE USED IN MANUFACTURING DEE GOLD PLATE, 
SOLDER, WIRE, ANODES, PLATING SALTS, ete. 
WE ALWAYS PAY THE HIGHEST MARKET PRICE. 





BE A SATISFIED SHIPPER 
Once a shipper — always a DEE shipper 











Send a trial lot— we can prove it. 


We do not >): Every lot 
employ is held 
traveling 419 subject to 


gold buyers GENERAL OFFICES A. sown OLD GOLD 
AND PLANT ° C a | C A Gb a. AND SALES OFFICE 
1900 W. KINZIE ST. 55 E. WASHINGTON ST. 
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CANDELABRA 


IN A VARIETY OF 
PLEASING DESIGNS 





No. 363 
Height 12 in. Spread 13% in. 


THE COLONIAL DESIGN REPRODUCED HERE- 
WITH IS ONE OF OUR MOST POPULAR NUM- 
BERS. 


MADE IN STERLING SILVER 


ATTRACTIVELY PRICED 


The Mueck-Cary Co., INc. 


Manufacturing Silversmiths 
150 BAY ST., JERSEY CITY, N. J. 

















TO MAKE SILVER VOLUME 
(From page 48) 

St., have show windows, totaling six in all. Two of these 
windows are constantly devoted to a showing of silver, 
one usually featuring flat and the other hollow ware, 
The window displays avoid bulkiness, though a sub- 
stantial quantity of merchandise is shown in each, items 
being grouped in twos, duplicates of nearly all static 
items being placed together. “This emphasizes the 
identity of each piece as a unit,” says Feder’s window 
artist. A stair-step arrangement is usually used in the 
windows, with small items on the window floor, backed 
up by taller pieces and display backgrounds.” 

Feder’s skillful displays and selling technique are 
adequate to sell merchandise once the potential buyers 
are within reach. The extensive use of radio time sig- 
nals over Station KTSM in El Paso, featuring optical 
service, watches, gifts, and emphasis upon credit ar- 
rangements, is calculated to produce store traffic. Silver 
is seldom featured in media advertising, as Mr. Feder 
considers that silverware is usually a family institu- 
tional purchase, or a special occasion gift purchase, 
and as such is not readily subject to the surface move- 
ment produced by “selling” advertising, but that a 
definite personal sales effort must go into a satisfactory 
volume movement of silverware. Price reductions are 
very seldom advertised, and are put into effect only at 
inventory times when such measures are necessary to 
clean out slow-moving merchandise. Frequent insertions 
are used in newspapers, usually running about two 
columns by 100 lines, and, like the radio copy, feature 
principally the faster moving jewelry items to stimulate 
trafic. An average of $250 a month is spent on radio 
announcements, nine of which are used daily as time 


signals, with about 40-word commercials. 





NEW SHOWCASE LAMP MARKETED 


Merchandise well seen is merchandise half sold. One 
means of making merchandise highly visible is through 
the use of the new showcase and counter “Dyna-Lite” 
lamp offered by Wolfsheim & Sachs, 20 W. 47th St., 
New York. 

The “Dyna-Lite” lamp features a mirror reflector- 
shade which concentrates the entire light brilliance 
upon merchandise upon which it is focused. This new 
lamp takes any standard light bulb. The shade is at- 
tached with a swivel joint so the brilliance may be 
directed as desired. It stands 24 in. high, weighs 10 lb. 
and is finished in statuary bronze. 





"YOUR INCOME TAX" 


The new 1940 edition of “Your Income Tax,” by J. K. 
Lasser of J. K. Lasser & Co., New York accountants 
and auditors, will be of welcome assistance to persons 
in preparing their income tax return for 1939. This 
edition contains a special section summarizing changes 
in the revenue law and court decisions which may affect 
your income tax, and the entire book has been revised 
to bring it thoroughly up to date. The use of a simply 
written, non-technical guide such as this will help one 
keep his income tax down, not only by discovering every 
deduction to which he is entitled by law but by learning 
how to prepare the tax return speedily and accurately, 
thus avoiding extra assessments, fines and_ interest. 
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FOR THE PROTECTION 
OF THE JEWELRY 
BUYING PUBLIC 
This title is being advertised daily by old reliable 
jewelry firms throughout North America in thousands 


of newspapers and direct mail booklets, as well as by 
radio, window displays, lectures, etc. 








Over 600 retailers are now Registered Jewelers or are 
preparing for this profession through study of the mail 
courses in the science of diamonds, colored 
stones, silverware and jewelry. 


You, too, owe it to your business to investigate the 
sales results you can get from these courses—just as 
you would investigate a fine and profitable line of 
merchandise which was confined to the most ethical 
stores only. 


Write for information to the 


AMERICAN GEM SOCIETY 
541 South Alexandria Los Angeles, Calif. 








HONESTY is nota virtue 


... itis good business! 


FOR OVER 40 YEARS J. B. COOPER & 
SON has supplied the jewelry trade with 
purest and finest PLATINUM, Irid-Plati- 
num, and Gold obtainable. 


FOR OVER 40 YEARS J. B. COOPER & 
SON has paid the highest prices for Sweeps 
and Scrap Gold. 

COOPER’S POLICY of fairness and ac- 
curacy continues unchanged . . . always 
making new friends. 





JOSEPH B. COOPER & SON 
JoOPERN INCORPORATED 





26 John St., New York 
Factory: Brooklyn, N.Y. 


Our Reputation Is Our Success 








STILL 
ANOTHER 
VALUE 


$2.10, cost, Per Set, handled 
2" Across Base $1.80 Per Set (no handle) 
(Salt Gilded) $2.40 Pair Shakers net 


Just one of our many fine values. Quality not price our aim. 


A. G. SCHULTZ COMPANY 


423 East Lombard Street, Baltimore, Maryland 





No. 27 Salt & Pepper Set 
NO LOADING 
Shaker—3'' High 








“THE PATHWAY TO SUCCESS” 


+ 





WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 


Dept. C Peoria, Ill. 














Each Alton 
watch comes 
in a_ beauti- 
ful gift box. 


Illustrated are just two numbers from our Complete line. Send 
for our catalog in colors showing the new ALTON watches, and 
other lines of profit making watches and watch cases. 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star, Belove, and 
I.D. Watch Cases 


5 South 


Wahash Ave. 


Chicago 


@ 


Illinois 
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New York Gift Show 
Books 500 Lines 


OUND the world in five days or less! 

Yes, vou can do it—and with no danger from 
bombing planes, mined seaways or submarines, or red 
tape from the State Department. 

How? Buy a ticket to one of the gift shows. The 21st 
Semi-Annual New York Gift Show, for instance, will 
display the arts and crafts of more countries than you 
can probably name, on the third, fourth, fifth and sixth 
floors of the Pennsylvania Hotel, Feb. 19 through 23. 

The New York show is the largest and best attended 
on the Grand Cireuit of the gift shows, with 500 individ- 
ual exhibitors showing a seemingly- endless variety of 
imported and domestic objects, and 4 customary attend- 
ance of more than 4000 buyers. ‘Buyers, incidentally, 
came last year from all but six states of the union, as 
well as from Canada, Bermuda, Panama and South 
Africa. 

Other important gift shows this month are the Chi- 
cago Gift Show at the Palmer House and the Merchan- 
dise Mart Gift Show at the Merchandise Mart in Chi- 
cago, both continuing through Feb. 9. Next month brings 
the 27th Semi-Annual Boston Gift Show, March 4 
through 8 at the Statler Hotel, with a record number of 
exhibitors showing the new lines on the fourth, fifth and 
sixth floors, and the Philadelphia Gift Show, March 18 
through 22, at the Benjamin Franklin Hotel. 

Small inventories in jewelers’ gift wares departments, 
due to the large holiday business, will insure heavy regis- 
tration by jewelers at all of the gift shows. Every jeweler 
who has ever attended a gift show knows the wealth of 
sales ideas and display inspiration that each of these 
shows provides. This year exceptional interest is 
attached to giftwares of foreign manufacturers, due to 
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EWELS ON HER FINGERS... 
EWEL-APPEAL* POLISH ON HER FINGERTIPS! 











moted exclusively through him. IT’S SMART! 


s 


*Jewel-Appeal Nail Polishes 
come in the following shades: 
Grape Frappe, Frosted Red, Eve- 
ning Star, and Burnished Rose. 


*"Jewel Appeal” (reg. U. S. Pat. Office) 
designates the exclusive polishes cre- 
ated by Barbara Bates. There are 
bound to be imitations, but no one can 
reproduce the special lustre, sheen and 
wearing qualities that make the Barbara 
Bates frappéed polishes so outstand- 
ing and glamorous. 


e NEW YORK 
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The reverse side of Kosta's new 

flower bowl will hold short-stem 

flowers around the edge. 15-in. bowl 

$17.25; swans, $3. J. H. Venon, Inc., 
212 5th Ave., New York. 


sympathy for such war zone nations as France, England, 
l'inland, Norway, Sweden and China, and also to ex- 
panded lines of giftwares developed from Italy, Hun- 
gary, Persia and India. 

Show-going jewelers will discover that, in spite of the 
war, there is no scarcity of art and gift imports, except 
from Germany, whose exports were suspended after 
Dec. 11 by the British Contraband Control. One effect 
of the Contraband Control was to open up cargo room 
for Italian made wares on Italian ships, which previ- 
ously had carried heavy quantities of German goods. 

Shipments of English and French goods are frequent, 
though irregular. A foreign factory will cable, for in- 
stance, “Forty cases by next available vessel,’ and the 
shipment will be cleared in New York in from two to five 
weeks time. Some English china and pottery manufac- 
turers have been handicapped by a shortage of raw 
materials. 

Production continues in all French glass and china- 
ware factories, said one of three intrepid giftwares im- 
porters who were interviewed in their New York show 
rooms following their recent return from Europe. Only 
exception is Lalique, located near the Maginot Line. 

“Italian factories are rushed, and prices are firmer,” 
commented Harry Marks, of Marks & Rosenfeld, re- 
cently back in New York from Italy and France. M. B. 
Daniels, of the firm of M. B. Daniels, Inc., who also 
completed a buying trip in Italy, spoke of Italy’s in- 
creased importance in the giftwares field and singled 
out for praise the smartly decorated griffito wares. 

“The American Way” stands out in the 1940 gift 
shows. Original and interesting new things in glass and 
pottery and others suggested by Central European ex- 
amples show how successfully American manufacturers 
have taken advantage of the suspension of imports from 
Mid-Europe to develop a wealth of shapes, designs and 
technics never known previously in domestic production. 

While details of the new lines were not ready when 
this issue went to press, it was apparent that this year’s 
aluminum, pewter, leather and wooden art wares—U. S. 
made—will be the best in history. 

All in all, this spring’s gift shows promise action for 
exhibitors, variety and inspiration for buyers, and a 
great giftwares year for the whole industry. 


Hand wrought by Serge Nekrassoff, 
this nine-inch Brittania bowl, an heir- 
loom of the future, retails for $5.50. 
Mollie Boynton, Inc., 225 5th Ave., 
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New York. 
Solid leather humidor, 
$25; ash tray, $3.50; 
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The new Flotilla waterproof paper 
place mats. by Nashua Gummed 
and Coated Paper Co., Nashua, 
N. H., sell eight to a package, $.25. 





Marks & Rosenfeld, Inc., 147 5th Ave., New York, 
has enlarged its line of popular Indian brassware. 
Elephant bells come in five sizes at 75 cents to $5 
each. Vases, bowls, boxes, etc., range 50 cents to $10. 





From Hungary come Herend's exquisitely decorative 

porcelains, distributed only by Charles Hall, Inc., 

3 E. 40th St. Low footed bowl, $8.50. Covered 
candy bowl with bird, $5. 
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You will find this show once again at the 
Hotel Pennsylvania. The 400 carefully 
selected exhibits will help you make 
every day a gift profit day and in helping 
you, will save you many days of weary AY 


work in shopping the open market. 








HOTEL PENNSYLVANIA 


FEBRUARY 19-23 


Sponsored by THE NATIONAL GIFT AND ART ASSOCIATION, INC. 


Directed by GEORGE F. LITTLE MANAGEMENT, INC. 
220 FIFTH AVENUE, NEW YORK 
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VENETIAN GLASS 


The handsome set shown above is a —— 
world craftsmanship achieved throug ee 
tions of artistry. The set 1s in rose, = ee 
flecking, white flowers, green leaves. - em 
is 12” long, and the cornucopia — "i — 
The set retails for $20. Also availa “* — 
Boxes, Bonbons, Vanity Sets, Compotes, — 
Sets. Pheasants, Vases, ete. In rose, aqua, crys 


with gold flecking. 


EBELING & REUSS, INC. 


Main Office and Warehouse 
707 Chestnut St., Phila., Pa. 


New York: 225 Sth Ave. 
Chicago: 1557 Mdse. Mart 











Spode ANN HATHAWAY 


The lasting beauty of Spode is ap- 
preciated by your better customers. 


Sole Agents and Wholesale Distributors 


COPELAND & THOMPSON, INC., 206 Fifth Ave., NewYork 








N. Y. FACTORS ACT CHANGE MENACES JEWELERS 


AtBany, N. Y.—The ultimate fate of an important 
amendment to the personal property law of New York, 
in relation to factors, in which about 17 jewelry organi- 
zations are lined up in opposition to pawnbrokers of the 
state, hung in the balance late last month. 

Representing the Jewelers’ Committee, which was 
organized last year to protect jewelry interests when 
there was a similar controversy involving the factors 
act, Henry L. Sperling, New York attorney, appeared 
at a hearing before a joint session of the judiciary com- 
mittees of both houses of the legislature, here, Jan. 23. 

The effectiveness of his visit is questionable inasmuch 
as identical bills to amend the factors’ act were intro- 
duced in each house by the chairmen of the respective 
judiciary committees, both of whom will naturally be 
anxious to have their bills reported out of committee, 
Furthermore the amendment was recommended by the 
Law Revision Commission. The political complexion 
of the legislature also augurs ill for the jewelers. 

This amendment would give a pawnbroker full title 
to an item of jewelry which he bought from, or on 
which he made a loan, to a factor or agent of a jeweler, 
who secured the jewelry on memorandum by fraud, 
trick or device, intending from the beginning to appro- 
priate the jewelry to his own use. The jeweler, the 
true owner, would have no recourse to law to reclaim his 
merchandise. 

“The agent or factor has no title to the goods he is 
pawning or selling and therefore cannot pass title,” Mr. 
Sperling told the solons, warning them that “‘to pass 
this amendment would be to define the only kind of 
larceny in which a thief can give title. It is against 
decency and public policy and would result in the dis- 
ruption of the ordinary conduct of legitimate business.’ 

-““The confidence man would have unqualified right to 
ply his trade without restraint and the recipient of such 
loot, whether by purchase or pledge, could in good 
conscience become a licensed fence.” 

By the terms of the New York Factors’ act, the factor 
or agent who has been entrusted with the possession of 
any merchandise for the purpose of sale, or as a 
security for any advances to be made or obtained 
thereon, shall be deemed the true owner thereof, so far 
as to give validity to any contract made by him for the 
sale or disposition of such merchandise. 

Mr. Sperling pointed out, however, that the factors’ 
act was originally intended solely for bankers, brokers 
and commission brokers and never for pawnbrokers. 
He cited a long line of decisions in which courts have 
held that the act does not apply to pawnbrokers when 
they receive merchandise which was obtained by larceny 
or fraud, trick or device by the factor. 

By vigorous action of the Jewelers’ Committee, last 
Spring, a similar measure was headed off in the Assem- 


bly after it had already been passed by the Senate. It 


died in committee. As anticipated, the threat has 
cropped up again and is more menacing than ever to the 
jewelry interests which give out goods on memorandum. 

G. H. Niemeyer is chairman of the Jewelers’ Com- 
mittee, with Richard C. Murphy as secretary, and 
Henry L. Sperling as treasurer. 
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A.N.R.J.A. REGIONAL MEETINGS PLANNED 
— ANRJA conventions will be held April 


4 and 5, in Kansas City, Mo., for the jewelers 
of the Northwestern region, and on April 7, 8, and 9, 
at Oklahoma City, Okla., for the jewelers of the South- 
western region. This will be the firsts ANRJA meet- 
ing in Kansas City since 1912, when the present list of 
birthstones was adopted. It has never met in Oklahoma 
City, and the last meeting held in the Southwestern 
region was in Dallas in 1928. 

Regional conventions provide opportunity for jewel- 
ers in far-flung parts of the country, who because of 
the time and expense cannot get to national conventions 
in New York, to meet national officers and learn first- 
hand of the national body’s activities. 

Meetings of officers of state jewelry associations were 
held in both Kansas City and Oklahoma City, last 
month, to suit the convenience of ANRJA President 
Myron Everts returning from New York and Chicago 
where he attended trade meetings and banquets. 

Walter M. of the of the 
Jaccard Jewelry Corp., Kansas City, was elected gen- 
eral chairman of the Northwestern convention commit- 


Jaceard, chairman board 


tee at a luncheon meeting held at the Hotel President, 
Kansas City, 
by Tinley L. Combs, 


on Jan. 18. The meeting was arranged 
Omaha, ANRJA vice-president, 
and Fred Sands, St. Louis, secretary of the 
Association, and was attended by the executive 
mittee of the Missouri RJA, and President Frank Pfeif- 
fer, of the Kansas RJA. ; 

A tentative speaking program announced by Charles 
T. Evans, ANRJA secretary, and Mr. Sands includes 
talks by President Everts, Mr. Combs, William G. Dros- 
ten, St. Louis, a former vice-president; A. W. Anderson, 
Neenah, Wis., national treasurer; John S. O'Connell, 
Towle Mfg. Co., Newburyport, Mass.; Frank R. Brod- 
sky, Elgin National Watch Co., Elgin, Ill.; Louis Gold- 
man, Goldman, Allshouse & Healy, Chicago; Secretary 
Evans; Harry G. Butterfield, Joplin, Mo., and C. E. 
Erwin, Kansas City. 


Missouri 
com- 


Many of the same speakers, including the national 
O’Connell, Brodsky, Drosten and 
Southwestern conference. 


officers, and Messrs. 
Butterfield, will address the 
One of the most interesting features of this conference 
will be an address by Robert J. Slagle, Houston, Tex., 
the ANRJA vice-president of the region. There will 
also be talks by C. C. Day, of the Pacific Mutual Life 
Insurance Co., Oklahoma City, and E. W. Smart, Gold- 
farb’s, Oklahoma City. 

At both conferences there will be a banquet, 
special entertainment for the ladies. 

Fifteen officers of the Oklahoma RJA met with Presi- 
dent Everts, on Jan. 19, at the Hotel Skirvin, Oklahoma 
City, to plan the Southwestern meeting. 


and 


BEWARE FAKE EMERALD-CUT DIAMOND 
Jewelers in Westchester County, swanky residential 
section near New York City, were subjected to a new 
ruse in recent weeks by a well-dressed, well-spoken man 
of a typical prosperous American type, who is ostensi- 
bly trying to trade old jewelry, including a spurious 
emerald-cut “diamond,” for fine new watches or jewelry. 
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PROFITS 


A JEWEL FOR 


Presenting Neocraft, one of five 
outstanding aluminum lines of 
Everlast decorative metal. Beau- 
tiful in simplicity, rich in ap- 
pearance, yet popularly priced, 
this line contains many items ws 


oem 
%, 


We" 
‘ Ae 


This Halimark is a guaran- 
tee of true craftsmanship. 


such as sugar and creamers, =” METAL 


pitchers, bowls, vases, etc., in 
silver and gold finishes. 


EVERLAST METAL PRODUCTS CORP. 


SUITE 1100 


225 Fifth Ave. New York City 











COMFORT 


Always a great lover of comfort, Ben- 
jamin Franklin is sometimes credited 
with the invention of the rocking chair. 







Thousands of contemporary Americans, like- 
wise lovers of comfort, repeatedly stop at the 
Benjamin Franklin when in Philadelphia. 
They like its large, bright rooms, convenient 
location and moderate rates. 1200 modern 
rooms with bath and circulating ice water. 


THE 
BENJAMIN FRANKLIN 


PHILADELPHIA’S FOREMOST HOTEL 



















SAMUEL EARLEY 





Managing Director 






A GREAT NAME A GREAT HOTEL 




















ell and Sell the Retailer Furst, 
He Will Tell and Sell the Consumer 


But talk to him in his own language and 








in the medium which assists him in his work 


@ Hard selling is essential to make a good business. Hard hitting advertising is an essen- 
tial part of economical selling. Business papers are essential for hard hitting advertising 
that sells. Advertising in business papers is not to be used to replace salesmen—rather it 
is to be used to give necessary help to a salesman. No type of periodical is more closely 


read. None is a stronger guide to action than a good business paper. 


@ The first principle of profitable merchandising is to establish reputable dealers, and then 
back them up. Manufacturers and wholesalers can obtain and retain distribution in the jew- 


elry field easily, quickly and securely through the JEWELERS’ CIRCULAR-KEYSTONE. 


@ For years past more constructive articles on practical merchandising and more worth- 
while statistical articles on related jewelry items have appeared in the JEWELERS’ 
CIRCULAR-KEYSTONE than in all other jewelry publications combined. Look through 
any issue of the JEWELERS’ CIRCULAR-KEYSTONE to find proof conclusive of the 
way the jeweler is shown how to move his stock more profitably—how to make more money. 


1940 will continue this aggressive leadership. 


@ The sole purpose of the JEWELERS’ CIRCULAR-KEYSTONE is to develop business 
information to present buying facts and to generate selling energy. That we have been able 
to fulfill that purpose is evidenced by our reader-interest. Most convincing proof of that 


reader-interest is to be seen on the opposite page. 


@ Further evidence of our “reader-interest” is the fact that this is “Jewelry Information 
Headquarters”. Supplying information by mail, wire, telephone and personal contact, last 


year totalled over 10,000 inquiries. A publication that has this great degree of reader-interest 


is logically an excellent advertising medium. 





@ Serving a real purpose in the market, having a tangible, worthwhile and responsive circu- 
lation supremacy, maintaining a sound and constructive editorial policy and content, and 
recognized for 71 years as the authority of and Information Headquarters for the jewelry 


trade, we solicit the advertising of reputable manufacturers, wholesalers and importers. 
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Watchmaker Licensing for R. I.’ 


Bills Like Wisconsin and 
indiana Acts Introduced 
In Both Legislative Houses 


Provip—ENce—Identical bills were 
introduced in the Rhode Island Sen- 
ate and the House of Representa- 
tives during the first week in Janu- 
ary, looking toward the creation of 
a state board of examiners and regis- 
tration in watchmaking. The pro- 
posed legislation is similar to that 
which is now in effect in Wisconsin 
and Indiana. 

Under the plan there would be cre- 
ated a board consisting of three mem- 
bers to be known as the State Board of 
Examiners and Registration in Watch- 
making. The members of the board 
would be appointed by the Governor 
with initial terms of different length but 
after the plan was under way the ap- 
pointments would be made for six-year 
periods with vacancies occurring every 
two years. [The Wisconsin and Indiana 
boards have five members. ] 

The bill states that the members of 
the beard shall be qualified electors of 
the state who are entitled to engage in 
the practice of watchmaking in accord- 
ance with the provisions of the act and 
who have been actively engaged in that 
practice for a period of at least five 
years immediately preceding the date of 
their appointment. 

The annual registration fee would be 
$10 and all present watchmakers in the 
state would be automatically entitled 
to register without examination. [Annual 
fee in Wisconsin is $3; in Indiana $6.] 
Watchmakers duly registered in other 
states and who have practised watch- 
making for the two preceding years shall 
also be eligible to register upon pay- 
ment of the $10 fee. Other applicants 
would be required to take an examina- 
tion on practical and theoretical knowl- 
edge of watchmaking. The applicants 
must be at least 19 years of age and 
must pay an examination fee of $15. 
Provision is also made for apprentice 
watchmaking. [Applicants must be 20 
in Wisconsin and pay $15; 18 in Indi- 
ana and pay $16.] 

The board is given power to suspend 
or revoke a registration for unethical 
conduct which is defined as that likely 
to deceive the public, untruthful adver- 
tising, giving free parts and particularly, 
representation that a watch has been 
cleaned unless certain work is done. 




















For Dependable 
Watch Repairing 


Potronize the Store or Shop 
—Displaying this Plaque 
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Members of the 
Rhode Island Horo- 
logical Association 
run co-operative ad- 
vertising campaigns. 
Right, Leo Abisch, 
the association's 
president. 





The proposed legislation is identical 
with that introduced in the 1939 session 
of the legislature. Last year the Dill 
died in committee but persons sponsor- 
ing the legislation attribute the bill’s 
failure to the press of other legislative 
business and are hopeful that passage of 
the bill wili be accomplished this year. 

The Rhode Island Horological Asso- 
ciation has taken the lead in seeking 
legislative action. Leo Abisch, president 
of the association, feels that both the 
public and the watchmakers have much 
to gain through the proposed law. He 
points out that the watchmakers them- 
selves are making a sacrifice in that 
they are paying the annual fee in order 
to boost their standards. 

Mr. Abisch stresses the fact that the 
horological group is in no sense a union 
and that the bill does not provide either 
for state regulation of working hours or 
wages and does not fix prices on watch 
repairing jobs. He is convinced that in 
the end registration of watchmakers 
would redound to their own good for, 
he says, the public would become con- 
scious of the fact that a_ registered 
watchmaker is a guarantee of good work. 

The principal retail jewelers in the 
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state are behind the move, he says, and 
cites cooperative advertising which has 
appeared in local papers, In these ad- 
vertisements the horological association 
pays for the advertising of its emblem 
and retail stores pay for sections of the 
advertisement stressing the fact that 
their watchmakers are members of the 
association. 

In the senate the bill was referred to 
the finance committee and in the house 
to the judiciary committee. 

He points out that through the ex- 
amination and registration fees the legis. 
lation would be self-supporting since 
two of the board members would be 
limited to $100 a year and the secretary 
to $300. Chief opposition, if any, he 
says, will come from some of the “price 
cutters” who have been advertising low 
prices on watch repairs. 


Court Forbids NLRB to Meddle 
With Swank Employees 


PuiLaperru1a—By voiding a National 
Labor Relations Board order on_ the 
Swank Products Co., of Attleboro, Mass., 
that it disband the Swank Products 
Employees’ Association, Judge Francis 
Biddle, of the 3rd U. S. Circuit Court 
of Appeals, gives so-called company 
unions the same recognition as A.F.L. or 
C.1.0. organizations, if the “independent” 
organizations are not company _ influ- 
enced. 

The opinion by Judge Biddle, himself 
a former chairman of the NLRB, and 
recently nominated by President Roose- 
velt as Solicitor-General, was based on 
a similar opinion of the 2nd Circuit 
Court, in New York. Judges John 
Biggs, Jr., and Albert B. Maris con- 
curred in the opinion. 

The NLRB had upheld the A.F.L.’s 
International Jewelry Workers Union’s 
complaint that the Swank Co.’s organiza- 
tion was “company-dominated.” 

The opinion in part, said, “The evi- 
dence in this case shows, we think, a 
genuine—-if rare—attempt on the part 
of the employees to form their own 
intramural union, to prevent what they 
considered might be a less advantageous 
external organization bringing them to 
the lower level of competing shop condi- 
tions. This had been the experience of 
the tool-makers which employees in other 
departments did not wish to follow. 

“Nor do we think that the acts of... 
shop supervisors, in forming and trying 
to control the policy of the new associa- 
tion, were tied to the management. They 
were acting, so far as the evidence shows, 
spontaneously and for themselves. . . .” 
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Community Trims 
Prices; Renounces 
Cut-Price Promotions 


A sweeping price reduction of approx- 
imately 25 per cent on the whole line ot 
staple pieces and a clean break with all 
promotions involving sudden or peviedie 
price cuts was announced Jan. 19 by 
Oneida, Ltd., manufacturers of Commu- 
nity Plate Silverware. 

No more cut price promotions will be 
staged. Instead, the new reduced price 
will be Community Plate’s everyday 
price throughout the year. According to 
Community Plate executives, the drastic 
price cut is made possible by lower silver 
prices, plant modernization during the 
past few years, and the fact that in 1939 
twice as much Community Plate was sold 
as in the preceding 12 months. 

“This is our way of restoring to the 
high-grade silverplate business the dig- 
nity and confidence it should have,” says 
Pierrepont B. Noyes, president of Oneida, 
Ltd. “Almost all dealers have believed 
for a long time that price promotions 
and special discount policies on high 
grade plate are wrong. While quantity 
discounts have sold a lot of silverware, 
there is no doubt that they have under- 
mined the dealer’s confidence in the price 
structure of plated silver and have made 
the consumer think of even high-grade 
silverplate as a ‘sale line.’ 

“Oneida, [.td., believes that mass pro- 
duction and its benefits constitute a pub- 
lic trust, with the responsibility on the 
manufacturer to improve the product. 
Today’s conditions have imposed on us 
a challenge to do still better than in the 
past; that is why we have contributed 
this forward step to the silverware and 
jewelry business. 

“Our theme for 1940,” adds Mr. Noyes, 
“will be ‘eight pieces for the old price 
of six. We know that consumers want 
eights. This is in line with present-day 
thinking about more for the consumer’s 
dollar, without any sacrifice of quality. 
Today’s Community Plate is the finest we 
have ever made, with every spoon and 
fork reinforced with a pure silver over- 
lay by an extra operation at the point 
of wear.” 

According to Mr. Noyes, “eight for the 
price of six” is Oneida’s final word, bar- 
ring world upsets that might cause high- 
er costs. 


FTC Hits Falsity 
In Retailer Claims 
To Import Diamonds 


Wasuincron—Under the terms of a 
Federal Trade Commission stipulation, 
Silbermann, Kohn & Wallenstein, Inc., 
216 FE. 45th St.. New York, importers 
of diamonds and manufacturers of 
jewelry, agree to desist from the use in 
advertisements, or from placing adver- 
tisements in the hands of others for 
their use, in which appear any repre- 
sentation directly asserting or the effect 
of which tends to convey the impression 
that an individual, firm or corporation 
named in the advertisements is the im- 
porter of the displayed merchandise, 
when in fact, according to the Commis- 
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bie accompanying map shows in per cent how independent jewelry store sales during December, 
1939, compared with business done in December, 1938. On the basis of reports from 809 stores in 
33 states, the amount of business done in December, 1939, was 14.3 per cent greater than that of 
December, 1938, and almost that much ahead of that of December, 1937. There was a jump of 201.! 
per cent in jewelry store sales from the previous month. 

THE JEWELERS' CIRCULAR-KEYSTONE's Index of Jewelry Store Sales closed 1939 at 444.3, com- 
pared with 383.3 for December, 1938, and 394.1 for December, 1937. December was the tenth consecutive 
month with larger jewelry sales volume than the corresponding month of 1938, and the fourth consecu- 
tive month to better 1937 levels. 

Reporting jewelers’ data in shaded areas figure in the national totals, but are not revealed by 
states in order to avoid disclosing individual operations. When additional jewelers in those states 
supply sales figures, the Current Statistical Service of the Bureau of the Census will be able jo publish 
data for the shaded states. Cooperating jewelers receive, free of charge, useful current sales info m3- 
tion from the Bureau. 

All reporting states averaged larger jewelry store sales in December than the scm2 month of the 
previous year. Oregon, Washington and Georgia again led, with gains of 32.9, 23.5 and 21.6 per cent. 
Illinois and Pennsylvania averaged gains of slightly more than 20 per cent, while reporting stores in 
lowa, Indiana and Ohio averaged between |5 and 20 per cent better than December, 1938. 

December jewelry store sales are shown for the following cities, in comparison with the same month 
of 1938: Chicago, plus 33.1 per cent; Los Angeles, plus 10.8 per cent; Portland, Ore., plus 35.5 per cent: 
St. Louis, plus 12.1 per cent; San Francisco, plus 5.5 per cent, and Seattle, plus 19.6 per cent. 

The data upon which this review is based have been compiled by the Current Statistical Service of 
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sion, such person or concern is not the representing in advertising matter or in 
importer. any other way that prices charged 
The stipulation points out that in for designated merchandise have been 
order to stimulate the sale of its dia- stripped of the profits of the middle- 


man, broker or importer, when such is 
not a fact. 


Co-op Billboards Pay 


Onrario, Cat.—Edgar Wight and 
Claude A. Percy, jewelers, profited by 
a program of cooperative billboard ad- 
vertising last Christmas. The signs ad- 
vertised Gruen watches and produced 
satisfactory results. They were located 
at the four main entrances to the town 
at a cost of only $12.50 a board. 


monds and other jewelry, the respond- | 
ents adopted a plan of causing various 
of its customers to receive, purportedly 
as importers, diamonds from a _ source 
of supply in a foreign country for the 
purpose of having the package contain- 
ing the diamonds and the shipping docu- 
ments pertaining thereto photographed 
and such pictures featured in newspaper 
or other advertisements of jewelry with 
diamond settings. 

The respondents also agree to cease 
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Industry’s Chiefs 
Meet in New York 
At 24 K Club Dinner 


Opening the winter social season of 
the jewelry industry, the 24 Karat Club 
of New York held its annual banquet 
at the Waldorf-Astoria in New York, 
Saturday night, Jan. 13. So firmly 
established has become the custom that 
this shall be an outstanding event, that 
it seems almost superfluous to remark 
that the traditional high standards set 
by this affair were again manifest in 
every department. 

Attendance reached an even higher 
figure than that of a year ago, with 
members of the club and their guests 
to a total of more than 800 sitting down 
to one of the Waldorf’s inimitable ban- 
quets. So large was the turnout this 
year that it was necessary to place tables 
in the boxes surrounding the balcony, 
as well as filling the main floor of the 
huge ballroom. 

The proceedings really started during 
the late hours of the afternoon when in 
many suites informal receptions and 
cocktail parties were staged by the hosts 
of various groups. Members and their 
guests assembled in the ballroom foyer 
at 6:30 for the formal reception. The 
reception committee was headed by 
Edward Krehbiel, chairman, assisted by 
Howard W. Boynton, William T. Gor- 
don, Archibald Graham, Morris B. 
Hanauer, Clifford F. Lamont, Royal C. 
Linthicum, William F. McChesney, Dan- 
iel Price, W. Waters Schwab, Byron 
L. Shinn, Frank T. Sloan, Charles W. 
Sommer, Herbert A. Wolff and Otto 
D. Wormser. At 7 o'clock the bugle 
called members and their guests to 
places in the banquet hall and the of- 
ficial guests of the club who were form- 
ally escorted to their places of honor 
by the reception committee. 

As soon as all were placed, the or- 
chestra struck up “America” in which 
all joined in singing, followed by in- 
vocation by the Rev. John J. Fitzpatrick 
and a brief address of welcome by the 
president of the 24 Karat Club, Albert 
E. Levy of New York. Serving of the 
banquet commenced promptly at 7:35. 

At its close was a 15-minute inter- 


mission during which members and 
guests circulated about the ballroom 
greeting and exchanging pleasantries 


with old friends and new, and at 9:15 
another call from the bugle summoned 
them back to their places for the en- 
tertainment which followed. 

Music was furnished by the same or- 
chestra which performed so acceptably 
last year, the Meyer Davis organization. 
Master of ceremonies was Eddie Garr 
and the entertainment was under the 
direction of Bobby Sanford. 

In addition to Eddie Garr’s jesting, 
nine acts of entertainment with songs, 
dances, girls and fun kept the diners 
amused for an hour and a half, and 
with the distribution of the souvenirs 
the party adjourned to the upper floors 
of the hotel where fun and good fellow- 
ship continued far into the night. 

Always noted for the quality of its 
souvenirs, the 24 Karat Club lived up 
to its reputation by presenting each 
member and guest with a handsome 
portable RCA radio. Many of them 
immediately received their initial work- 
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JEWELRY INDUSTRY RADIO MINDED 


By an odd coincidence, both the 24 Karat Club 
of New York and Chicago Jewelers’ Association, 
whose banquets were held only three days apart, 
on Jan. 13 and Jan. 16, respectively, gave port- 
able radios as banquet souvenirs. Pictured at 
the left is the Stewart-Warner ''Companion Jun- 
ior,"' which was the souvenior at the Chicago 
Jewelers' Association banquet. At the right is 
the RCA portable set, which was distributed by 
the 24 Karat Club. Evidently jewelers’ minds are 
turning to radio. 


outs during the informal parties that 
followed the close of the banquet. 

Guests of honor at the head tables 
were: Rev. John J. Fitzpatrick, Henry 
R. Arnold, president, Boston Jewelers’ 
Club; Alpheus L. Brown, honorary 
member of the 24 Karat Club; Howard 
|.. Carpenter, president, Jewelers Board 
of Trade; Myron 'T. Everts, president, 
American National Retail Jewelers As- 
sociation; Myron J. Kelly, president, 
Chicago Jewelers’ Association; John J. 
Kennedy, president, Canadian Jewelers’ 
Association; Denham C. Lunt, president, 
Sterling Silversmiths Guild of America; 
Willard A. Ormsbee president, New 
England Manufacturing Jewelers & Sil- 
versmiths’ Association; Ralph Roessler, 
president, The National Association of 
Credit Jewelers; Meyer D. Rothschild, 
honorary member, 24 Karat Club; Harry 
M. Stegeman, honorary member, 24 
Karat Club, and Kenneth I. Van Cott, 
chairman, Jewelry Industry Publicity 
Board. 

The banquet committee was headed 
by G. H. Niemeyer, under whose capable 
direction the banquet to all: outward ap- 
pearances functioned smoothly and ef- 
fortlessly though only “Gus” himself 
could tell how much hard preparatory 
work went into the creation of that ap- 
parently effortless ease. Assisting Mr. 
Niemeyer were: Frank S. Demarest, 
Harold H. Gibson, P. Irving Grinberg, 
Raymond Mehrlust, Reginald Reichman, 
Jerome Richheimer and Walter N. Kahn. 


Hamilton Watch Wins First Test 
Of Fair Trade in Michigan 


Derrorr—In the first action brought 
in Detroit under the Michigan Fair Trade 
Act, the Hamilton Watch Co. won an 
important victory recently when they 
obtained an injunction against Sidney 
Krandall, trading as Sidney Krandall 
Co. 

Krandall was enjoined from offering 
Hamilton watches for sale at prices less 
than the fixed retail prices established 
by Hamilton. He was further enjoined 
from using the word “Hamilton” in con- 
nection with the watches and _ products 
of the Hamilton Watch Co. “in any man- 
ner whatsoever which may injure the 
good will of the Hamilton Watch Co. 
and its relations with its duly and reg- 
ularly authorized distributors and their 
vendors and with the retail buying pub- 
lic and consumers.” 

Krandall was additionally enjoined 
from using the subterfuges of “trade- 
ins” and “close-outs’ as a means of evad- 
ing the provisions of the law. 
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Chicago Jewelers’ 
64th Annual Dinner 


A Gala Occasion 


Cuicaco.—The Gold Coast room of 
the Drake Hotel was a most appropri- 
ate setting for the gathering of several 
hundred leading dealers in not only 
gold but other precious metals and gems 
as well, the night of Jan. 16, the oc- 
casion of the 64th anniversary banquet 
of the Chicago Jewelers Association, 

Represented at the head table and 
throughout the banquet hall were many 
of the most prominent personages in the 
jewelry trade from all parts of the 
country, many of whom had traveled 
here after attending the 24-Karat Club 
dinner in New York, the preceding Sat- 
urday night. 

Seated at the head table were Myron 
J. Kelly, president of the club, who was 
toastmaster; the Rev. Preston Bradley, 
G. V. Dickinson, Sol Hess, Ralph Roess- 
ler, president of N.A.C.J.; Lloyd G. 
Pattee, president of N.W.J.A.; Myron 
Everts, president of A.N.R.J.A., and 
Col. H. B. Chamberlin. 

While generous portions of guinea hen 
were being assimilated, the banqueteers 
were regaled with a splendid program 
of entertainment, with Pinky Tomlin as 
M.C. The banquet committee, headed 
by Charles G. Brown, did itself proud. 
Those who served with Mr. Brown were: 
Gus A. Weinfeld, R. S. Hulbert, Thomas 
G. McMahon, Earl H. Stamm and Mr. 
Kelly, ex officio. 

The greeters, marshalled by John G., 
Leiner, were: Einar Bagge, S. Y. Ball, 
A. C. Becken, Jr., Louis G. Buss, Aus- 
tin N. Clark, George Cureton, Albert 
L. Ellbogen, Jack Friedland, Lloyd R. 
Gear, Frederick M. Gottlieb, H. P. 
Haynes, Herman Hirsch, H. Paul Juer- 
gens, J. L. Keenan, F. N. Kreissl, Ar- 
thur E. Manheimer, Earl Marshall, 
Frank Milhening, John T. Montgomery, 
Gus Niemeyer, T. Albert Potter, Harry 
E. Radix, Herbert E. Reich, Howard 
D. Schaeffer, W. T. Smith and Claud 
Wheeler. 

The officers of this venerable but ro- 
bust trade association are: Mr. Kelly, 
president; George Engelhard, vice-presi- 
dent; R. S. Hulbert, treasurer; Louis 
Goldman, J. L. Keenan, Rudolph Hae- 
fliger, William G. Swartchild, Jr., Albert 
H. Kolker, T. A. Potter, David New- 
man, Mead Montgomery and Harry 
Mitchell. 





Imports During November 


Article Number Value 

Watches and watch 

movements ..... 490,076 $1,371,748 
WOU POPE nce ke 138,613 
Clocks and _ clock 

movements ..... 858 7,899 
Diamonds— 

Rough, uncut ... 61,189 cts. 2,455,662 

Cut, Wneet .. os 40,629 cts. 2,509,718 


Pearls 
so a a oe 7,662 
Cultured or cul- 





MINE Gokkeas  ~ asics 34,640 
Other precious and 
semi-precious stones— 
Rough. uneut ... - casa. 12,340 
oa Sa ce cr 286,820 





Block Heads Buffalo Merchants 


Burratro—Arthur J. Block, president 
of T. C. Tanke, Inc., has been elected 
president of the Retail Merchants As- 
sociation of Buffalo. 
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Jewelry Publicity 
Board Presents 
Plans for 1940 


Rendering an account of its year’s 
stewardship, the Jewelry Industry Pub- 
licity Board convened for its formal an- 
nual meeting in New York on Saturday, 


Jan. 13. 

Chairman Kenneth Van Cott and Ex- 
ecutive Secretary William D. McNeil, 
reviewed briefly the history of the board, 
which started operations in the spring 
of 1939, as a reorganization of the old 
Jewelers Publicity Committee, in an ef- 
fort to place this important activity 
upon a firmer foundation and, in gen- 
eral, do a better job of creating pub- 
licity for and stimulating the public’s 
interest in, jewelers’ merchandise. 


Since the formation of the new or- 
ganization, which was widened to in- 
clude upon the board adequate repre- 
sentation from every branch of the 
jewelry industry, a noticeable improve- 
ment of interest in its work has been 
manifest, together with a marked im- 
provement in the financial support 
accorded this important activity, though 
the latter still falls far short of the 
level which should be maintained, if the 
board is to do the full job that can and 
should be done in the direction of in- 
creasing jewelry sales. 

Because it was found that meetings 
of the complete board, which comprises 
some 80 men from all branches of the 
industry and all parts of the country, 
could not be readily assembled for con- 
sideration of various details that arise 
from time to time, the board, shortly 
after its formation, instructed Chairman 
Van Cott to appoint a smaller commit- 
tee to carry on in behalf of the general 
group, reporting back to the full ex- 
ecutive committee from time to time. 
This sub-committee consists of Chairman 
Van Cott, and Executive Secretary Mc- 
Neil, ex officio, with Vice-Chairman Wil- 
liam Ansen, Treasurer W. Waters 
Schwab, Louis Heyman, Paul W. Mono- 
hon, and Wilson A. Streeter. This small 
group has been found to _ function 
smoothly and effectively and at the 
meeting it was voted to continue the 
Same arrangement with the same _ per- 
sonnel for 1940. 

The work of raising funds to carry 
on the job is being set up for the en- 
suing year on a somewhat different 
basis. With respect to retailers, par- 
ticularly, instead of leaving the raising 
of funds to general broadcast appeals, 
small local committees will be created in 
each of approximately 250 communities. 
It will be the duty of these committees 
to make personal contact with all jewel- 
ers in their districts and solicit their 
contributions in support of. the work. 

Some such effort as this is unquestion- 
ably necessary in view of the fact that 
in 1939 only a little more than 3 per 
cent of all the retail jewelers in the 
country made any contribution whatever 
to the work, and the total amount of 
money raised among retailers was less 
than 50 per cent of the quota set for 
that division of the industry. 

Wholesalers and manufacturers came 
much closer to meeting their quotas 
and it is believed that a continuance 
of the same organization for solicitation 
in these divisions will put the subscrip- 
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tions of these branches over the top in 
view of the improvement in business 
conditions that is confidently expected in 
1940. 

Secretary McNeil paid particular 
tribute to the excellent work of the 
New England Manufacturing Jewelers’ 


& Silversmiths’ Association, which raised | 
the full quota of several thousand dol- | 


lars allotted 
the untiring efforts of its officers, espe- 
cially F. A. Ballou, Jr., and Edward 
O. Otis, Jr. He also commended the 


to that division, through | 


state associations of New Hampshire, | 


Rhode 
sin, Missouri and 
which met the full 


New Mexico, all of 
quota 


Island, South Carolina, Wiscon- | 


allotted to | 


retailers of those states and spoke in | 


especially glowing terms of the fine work 
done in Kansas City under the direction 
of Walter M. Jaccard and in St. Louis 
under William G. Drosten. 

Plans were suggested by Mrs. June 
Hamilton Rhodes, publicity counsel, of 
the board, for the publicity efforts in 
1940, and the meeting re-elected the 
present officers and executive committee, 
namely: Kenneth I. Van Cott, chairman, 
Marcus & Co., New York City; William 
Ansen, vice-chairman, Aisenstein-Woro- 
nock & Sons, New York City; W. 
Waters Schwab, treasurer, J. R. Wood 
& Sons, New York City, and William D. 
McNeil, executive secretary, New York 
City. 

The executive committee consists of 
the officers, together with the following: 
Bernard Allen, Maurice J. Walsh, Ltd., 
Toronto, Canada; Sydney H. Ball, 
Rogers, Mayer & Ball, New York; 
Frederick A. Ballou, Jr., B. A. Ballou 
& Co., Providence; Howard L. Car- 
penter, Albert Walker Co., Providence; 
William Gibson, Cole & Young Co., Chi- 
cago; John Hall, Hamilton Watch Co., 
New York; Louis Heyman, Oscar Hey- 
man & Bros., New York; Edward Kreb- 
biel, Black, Starr & Frost-Gorham, Inc., 


New York; Charles J. Michaels, 
Michaels, Inec.. Hartford, Conn.; Paul 


W. Monohon, Krementz & Co., Newark, 
N. J.; Norman M. Morris, Norman M. 


Morris, Inc., New York; Leopold Na- | 


than, S. Nathan & Co., New York; G. 
H. Niemeyer, Handy & Harman, Inc., 
New York; Barnet Robinson, Robinson 
& Sverdlik, New York; Alfred J. Roden, 
Roden Bros., Ltd., Toronto, Canada, and 
Wilson A. Streeter, Bailey, Banks & 
Biddle Co., Philadelphia. 





Benrus Ups Radio Ads, 
New York Sales Meeting Told 


A 35 per cent increase for radio ad- 
vertising in 1940 was announced by S. 








Ralph Lazrus at the first convention of | 


the Benrus Watch Co.’s sales represen- 
tatives from all parts of the country, 


held at the Benrus offices in New York, | 


Jan. 10 to 13. 


Mr. Lazrus reported that 2103 jewelers | 


had participated in the 

newspaper advertising campaign which 

Benrus offered to its dealers in 1939. 
Production plans laid before the men, 


cooperative | 


showed that the company had increased | 


its capacity at its plant in Waterbury, 
Conn., where 75,000 square feet of fac- 


tory space is now required to take care | 


of increased volume. 

Immediately after 
convention the men departed for their 
respective territories with the new 1940 
Benrus line. J. D. Tarcher & Co. is the 
advertising agency handling the account. 
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GET THIS 


IMPRESSIVE SAMPLE BOOK OF 
SOCIAL ENGRAVING FOR 
YOUR STORE. 


FREE! 


AT ONCE 







PLASTIC 
BOUND 





COVERED 
IN GOLD 
CLOTH 





Your store, or department, can en- 
joy the prestige and liberal profits, 
which result from sales of Fine 
Engraving. 

Will Ecker & Co., the House of Fine 
Craftsmanship, is offering a most 
complete and decidedly impressive 
sample book of 


WEDDING STATIONERY 
ANNOUNCEMENTS, CARDS, ETC. 


Over a quarter century of experi- 
ence and specialization is reflected 
in this beautiful book. The new 
simplified system of prices is just 
what retail dealers have been hoping 
for for vears. 

Prices carry the full dealer’s dis- 
count. And, you will receive valu- 
able selling and advertising sugges- 
tions that will help yeu get the 
business . . . and hold it. 

No obligations. No charge. Send 
for this fine Sample Book now .. . 
it will help you win the patronage 
of the important and socially promi- 
nent people of your city. Write 
today. Dealer-ships will be limited. 


WILL ECKER & CO. 





MANUFACTURERS OF 
FINE ENGRAVED STATIONERY 


414 NORTH 12th BLVD. 


ST. LOUIS, MO. 
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ZIRCON 
JEWELRY 


Fine creations in 14 kt. 
gold which will appeal 


nating customer. 


BRACELETS—-BROOCHES 
RINGS — EARRINGS 
NECKLACES 


740 SANSOM ST. 
PHILADELPHIA 


Chicago Rep.: C. R. Drucker, 
29 E. Madison St. 





to your most discrimi- 


MORRIS KAYSEN CoO. 














Without LIQUID PASTE or POWDER 


This new, handy, chemically treated 
polishing cloth will be welcomed by 
everybody who has any object to 
polish. 


The large imprint surface on the 
oversize 10" x 17" cloth pro- 
vides ample space for your 
sales message .. . and repeats 
your story every time the cloth 
is used. 


You will find CADIE CLOTH an ex- 
cellent low cost premium .. . in- 
expensive enough to give away to 
your customers. 

CADIE CLOTH offers unusually 
many possibilities to keep your cus- 
tomer ever mindful of your name, 
which is certain to result in greater 
store traffic for you. 


Cadie Chemical Products, Inc. 


42 East 23rd Street NEW YORK CITY 
Algonquin 4-6689 


| the jewelry 


FAILURES AND LIABILITIES DECREASE DURING 1939 
last year were $2,689,900 and $3,868,100 
in 1938. 

Only 23 manufacturers ran into finan- 
cial shoals in 1939 as compared with the 


Provivence, R. I.—In all branches of 
trade — manufacturing, 
wholesale and_ retailing-repairing,—last 
year, there were only 248 financial em- 
barrassments as compared with 489, the 


| average number for the last ten years, 
| according to the annual report of the 


Jewelers Board of Trade. 


There were only three less _ failures 


| last year than in 1938, but the liabilities 


were $1,178,300 less. Total liabilities 





Manufacturers 


| 


ten-year average of 40. There were 28 
embarrassments among wholesalers ag 
compared with 51 for the ten-year 
period, and only 197 embarrassments 
among retailers and repairers, as com- 
pared with the ten-year average of 397, 

The detailed figures released by the 
Board of Trade follow: 


Number of Financial Embarrassments—Ten Year Comparison 


Retailers 


Wholesalers and Repairers 
85 . 











PRR sicighs he ncigh Arde ta seis ese ntera! Gs. ce ash He a 69 85 602 
et hie a Cou ww goed kok eae 78 100 831 
SIG) sais boise SO eee Ss. ne ects Remco ataee 93 121 1,030 
Lt ry eae r tre peter eigen ety i mten ore 37 75 596 
RN eer, ee ee eee ae re ee 19 20 165 
| Sy er ace rr at One Oia eee rers see eS hy 14 16 119 
SR iia ate miso eete ~ arate aca eerie eas Mee 27 16 136 
BE Pb G se SwekeeSew GeielemSaer .sark estes cea 14 18 114 
ene Vuk ateeeicere se LN Koes en eae 28 36 187 
BIS oes io- also ase ocere als Baa ai Sars ae Rae 23 28 197 
Number of Financial Embarrassments and Liabilities, January 1 to December 31 
1939 ——1938——___. 
Number Liabilities Number Liabilities 
| DEAWUERCEEFOTS 36k So kerisciwss 23 $ 397,700.00 28 $ 605,400.00 
ee rn eee 28 497,400.00 36 1,070,900.00 
RN MMNMRRMIUB 5 682.51 0i5y<5).5) 6) Sle aye wile etoratel sbi 180 1,748,500.00 174 2,155,500.00 
ee a ere 17 46,200.00 13 36,300.00 
Miah asad corse. coe a, 248 $2,689,800.00 251 $3,868,100.00 


Philadelphia Horos Start Classes 
In Watchmaking; City May Give 
Free Instruction to High School Youths 


PurapeLtPHi1a—Classes in watchmaking 
for men actively engaged in the trade 


| were opened Jan. 15 at the Edward Bok 
| Vocational High School, under direction 
| of the Philadelphia Horological Guild. 


Sixty students registered for courses 


| in practical work and theory, Monday, 
| Tuesday and Wednesday nights from 7 
| to 9 o’clock. 


Inauguration of the course followed 


| conferences among local jewelers and 
| watchmakers, at the invitation of the 
| Philadelphia Board of Public Education. 
| Among those in the discussions were 
| William Bode, 


Philip Kind, Andrew 
Britten, Samuel Lashof, H. C. Holt, 
George Baitzel and H. R. Pedrick, the 


| latter two secretary and president of the 
| guild. 


The guild agreed to direct the 
course and Mr. Pedrick and Mr. Baitzel 


| volunteered to teach at least temporarily. 


Admission is contingent upon payment 


| of a $2 fee, half of which is returnable at 


the end of the semester ‘to those attend- 
ing 70 per cent of the meetings. 
Robert H. Krewson, principal of the 


| school, announced that eventually it is 
| hoped to establish free day classes in 


watchmaking for youths of high school 


| age. 





| Croton Couples New Dealer Aids 


With Consumer Ad Campaign 
With what is described as the biggest 


| magazine and merchandising campaign 


in its history, the Croton Watch Co. an- 
nounces the introduction of its 1940 line. 

Croton’s expanded national advertising 
campaign for the forthcoming year in- 
cludes Saturday Evening Post, Collier’s 
and Photoplay. Advertising tie-ups with 
Hollywood stars will, it is said, be a 
prominent feature of Croton advertising. 

The comprehensive nature of _ the 
Croton campaign, especially as it affects 
the dealer, is particularly stressed. 
Croton jewelers will be furnished with 


| new window and counter displays and 
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consumer folders. A new Croton ad mat 
book is also announced, into which is 
bound a complete series of newspaper 
ads for dealer use, all designed to tie 
in closely with the Croton national cam- 
paign. 

Special emphasis is being laid on the 
thoroughly standardized nature of the 
Croton line of watches and their popular 
price range, 
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The D. Abramson Mfg. Co., 62 W. 47th 
St. announces that P. J. Gaudreau is 
no longer connected with it. 

Nathan Reitman, president of LeRite 
Jewelers, Inc., 52 W. 14th St., is cele- 
brating a year of prosperous business 
by a month’s vacation in Florida. 

‘The Friedlander Buying Service, gift- 
wares resident buyers, is now occupying 
quarters at 302 Fifth Ave., larger than 
those vacated at 290 Fifth. 

q Walter J. Levins is now with H. & M. 
Freudman, diamonds, at 580 Fifth Ave., 
and 86 Rue de Pelican, Antwerp. Ed- 
ward M. Evans is U. S. representative 
of this firm. 

q The New York office of The Eveready 
Co., makers of Evercraft, is now located 
in Room 953, 200 Fifth Ave., in charge 
of Jack A. Sieber, district sales man- 
ager. 

q Maurice and Jean Schwob, principals 
of the Tavannes Watch Co., Tavannes, 
Switzerland, arrived in this country Jan. 
12, aboard the Rev, for a visit with their 
American representatives, Tavannes of 
America, Ine., 608 Fifth Ave. 

q E. Cohan, president of the Cohan- 
Epner Co., early last month left for a 
month’s vacation in Tangerine, Fla. Mr. 
Cohan is a past chairman of the Masters’ 
Electro-plating Association of New 
York. 

q The firm of Fishman & Lasker, man- 
ufacturers in platinum, at 106 Fulton 
St., was dissolved on Jan. 1. Charles 
Lasker is continuing at the same address 
in his own name, and Mr. Fishman is a 
member of the firm of S. & D. Jewelry 
Mfg. Co., 106 Fulton St. 

q Ross A. Baer, counsel to the Execu- 
tive Board of the Retail Jewelers Asso- 
ciations of Greater New York, the Asso- 
ciated Credit Jewelers of New York 
and New Jersey and the Jewelers En- 
forcement Committee, last month took 
new offices at Rooms 1204-06, 152 W. 
42nd St. 

q The Jewelers Square Club at_ its 
monthly meeting Jan. 8 installed: Ed- 
ward Lembeck, president; William 
Yaeger, vice-president, and Harry Smo- 
lin, secretary-treasurer. The latter suc- 
ceeds Moe Rooder, who filled the office 
for 13 years. Lembeck and Yaeger were 
re-elected. 

q W. A. Yuile, a director of Elkington 
& Co., Ltd., Birmingham, England, man- 
ufacturing silversmiths, arrived in this 
country Jan. 10 for a three months’ stay. 
During his visit Mr. Yuile will visit 
American clients during the buying sea- 
son, In company with H. H. Meister, 
Jr., who is in charge of the firm’s Amer- 
ican office, 366 Fifth Ave. 

q A course in gems and precious stones, 
designed primarily for those engaged 
in the jewelry trade or other specialists, 
will begin Feb. 12, at Columbia Univer- 
sity, under the direction of Prof. Paul 
F. Kerr, of the university’s geology de- 
partment. The course consists of lec- 
tures, demonstrations and _ laboratory 
work. 
q Mossalone Co., 48 W. 48th St., suffered 
a serious blow on Jan. 2 when Frank 
Gallo dropped dead on the street while 
on his way from the office to his home 
at 34 Seymour Ave., Bronx. Mr. Gallo, 
who had been connected with the firm 
for the past 19 years, would have at- 
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tained his 40th birthday on the day of 
his funeral, Jan. 6. He served in France 
and was a member of the V.F.W. His 
widow and tour small children survive. 
q A referendum is being held among 
members of the Diamond Dealers Club 
on whether to move the clubrooms from 
93 Nassau St. to the uptown jewelry 
area. The club has 250 members. Offi- 
cers elected Jan. 11 were: Max Jellinek, 
reelected; N. Ray, vice-president; Philip 
Horowitz, secretary; Morris Kossoy, 
treasurer; Harry Sigman, honorary 
president, and directors, Jack Bender, 
David Charak, Jimmy Friendel, Philip 
Indenbaum, Solomon Joel, Harry Katz, 
Isidore Korta, Jack Sigman, Samuel Sil- 
verstein, Nathan ‘Toplitt and Sam 
Welensky. 


q Morris Woronock, senior member of 


the firm of Aisenstein-Woronock & 
Sons, was getting ready to leave his 
office for the day, on Dec. 29, when he 
was surprised to find himself surrounded 
by about 60 employes and members of 
the firm, and Mrs. Woronock, too, all 


prepared to help Mr. and Mrs. Woro- | 
nock celebrate their golden wedding an- | 
niversary. A china service, decorated | 
in gold, was presented to the Woronocks | 


in behalf of the employes by Samuel 
Auguss, who has the longest record of 
service. They were touched by the sur- 
prise gift and responded briefly. A son, 


David Woronock, is secretary of the | 


firm. 

q After nearly 20 years at 527 Fifth 
Ave., Oppenheimer Bros., successors to 
Oppenheimer Bros. & Veith, importers 
of precious stones, last month leased a 
large suite of offices at 655 Fifth 


Ave. The business was reorganized by | 


younger members of the firm last Aug- 
ust, when Julius S. Oppenheimer and 
Henry S. Oppenheimer retired from 
business. The business dates back to 
1856, and though the style of the name 
has changed on numerous occasions the 
business has remained in the same 
family. A _ sizable trade in watches, 
watch materials and jewelry was 
dropped many years ago, when the 
importing of stones and pearls be- 
came the dominant part of the business. 
q Final plans for the annual dinner of 
the Horological Society of New York, 
Feb. 11 at the St. Moritz, were an- 


nounced at the best-attended meeting of | 


the season, Jan. 10. President Andrew 
Park has appointed Frank Ashworth to 
the post on the executive board vacated 
by his brother, Ralph Ashworth, a Brit- 
ish citizen who was pressed into service 
while on a visit to England. The British 


authorities recognized in Mr. Ashworth | 
a skilled mechanic too valuable to be sent | 


to the trenches so he is now employed 
as an instrument maker “somewhere in 
England.” Henry B. Fried, correspond- 
ing secretary, outlined plans for a Prof. 
Quiz night, when members will submit 
horological stickers for doughtv volun- 
teers who will vie for prizes. 
meeting will be on Feb. 6. 


q The 53rd annual installation of officers | 
will be conducted at a dance at the Hotel | 
McAIpin, on Sunday evening, Feb. 4, by | 
the New York Jewelers Benevolent As- | 
sociation. The officers are as follows: | 
David | 


George J. Knapp, president; 
Weinberg, vice-president; Joseph Gold- 
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Increase Your Profits 
Your Annual Income 
Your Number of Customers 
By Using 
SANDSTEEL 
CROSSCURVED 
MAINSPRINGS 


These mainsprings make high grade 
watches hold a steady rate and 
vastly improve the performance of 
medium and low price watches. 


Supplied for all makes of watches. 


MADE IN U.S. A. BY 


WATCH-MOTOR 
MAINSPRING CO., Inc. 
145 Hudson Street New York, N.Y. 











DIAMONDS 


Specializing in stones of superior quality. 
Reliable and efficient service. Cutting 
diamonds since 1911. 


Fred. F. Schwartz 
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RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 


Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 











LADIES' PLATINUM MOUNTINGS 
Solitaire—Wedding—Star—Sapphire— 
Fancy Shaped Rings 
Gents Gypsy Rings in Plat. and 
Gold for Stars or Diamonds 


JOSEPH A. RICH 
Mfrs. of Platinum & Gold Jewelry 
62 W. 47th St. New York City 
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Specializing Traveling and Boudoir Clocks 


Also complete Leather Case Service 
New York 





| man, treasurer; Harry Lewis, financial 
| secretary; Arthur Bergman, recording 


| secretary ; 


| sick 


Eli Isaacson, sergeant-at- 
arms; Hyman Dubrowin, chairman of 
and distress for Manhattan and 
Bronx; Morris Snow, chairman of sick 


| and distress for Brooklyn and Queens; 


| Jesse 


Rothman, by-laws chairman; 
Michael Elinson, entertainment chair- 
man; Al Walden, membership chairman, 
and Max Pruzansky, Max Wolf and Ru- 


| dolph Belivan, trustees. 


| Mrs. Herrick, G. H. Niemeyer 


And P. M. Fahrendorf Address 


| Jewelry Crafts Association 


The whys and the wherefors of labor 
relations were discussed for the benefit 
of the Jewelry Crafts Association, by 
Mrs. Elinore M. Herrick, of New York, 
regional director of the National Labor 
Relations Board, on Jan. 29, at the 
Hotel Taft. Other speakers of the oc- 


| easion, which was the annual member- 








‘practices existing among them. 





RAWSON L. WOOD 
Heads Jewelry Crafts 


ship dinner, were G. H. Niemeyer, presi- 
dent of Handy & Harman, Inc., and 
P. M. Fahrendorf, president of Tue 
JEWELERS’ CirCULAR-KEYSTONE. 

Rawson L. Wood, of J. R. Wood & 
Sons, New York ring manufacturers, 
was elected to the presidency, succeed- 
ing Jacob H. Schaeffer, Shiman Bros. & 
Co., who was elected second vice-presi- 
dent. William B. Ogush, Katz & Ogush, 
was named first vice-president; and 
Charles W. Chandler, of Robert Stoll, 
Inc., treasurer. Henry L. Sperling con- 
tinues as executive secretary. Directors 
elected for three-year terms were: Mr. 
Schaeffer, Mr. Ogush, Harry Wander 
and Milton Rosenberg, B. F. Hirsch, 
Inc., and Harry Axel, Axel Bros., to 
fill an unexpired term of two years. 

Mr. Schaeffer reviewed the history of 
the association, telling how it was or- 
ganized in 1933 when national legislation 
strengthened the arm of labor. He re- 
called that there were many New York 
manufacturing jewelers who were sure 
that the craft association could never be 
successful due to the individualistic 
It has 
flourished, however, as a result of fair 
and honorable dealings in their labor 
relationships, as a result of which the 
manufacturers can plan their produc- 
tion with confidence. 





Bulfontein Mine Closes 


Lonpon—The decision of the board of 
De Beers to cease operations at the 
Bulfontein at the end of the old year 


| has caused no surprise here. 
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Westchester Jewelers Censor 
Jewelry Ads in Newspapers 


Y.—The West- 
chester County Association of Jewelers 
meeting Jan. 16, reported that as a re. 
sult of representations made by the as- 
sociation to publishers of a chain of 


Wuire Prains, N. 


newspapers published in Westchester 
county, none of the papers will run any 
advertisements on jewelry until the ads 
are first approved by jewelers. 

The matter was brought to the atten- 
tion of the publishers when classified 
ads appeared in their papers, offering 
one-carat, blue-white diamonds for $100, 
Several association jewelers checked on 
the ads and found that they were being 
inserted in the name of a relative of a 
jewelry peddlar, who was using this 
method to build a contact list. 

Re-elected officers were installed at 
the meeting which was held in conjune- 
tion with the White Plains Jewelers 
Association. Those installed were: El- 
mer Hildreth, Mount Vernon, president; 
Robert Groebel, Royal Diamond & 
Watch Co., Yonkers, vice-president; 
Harry Gerber, Bramley & Co., White 
Plains, secretary, and Victor Ross, New 
Rochelle, treasurer. The White Plains 
group elected Harry Gerber as its presi- 
dent. Leonard Talner, New Rochelle, 
was appointed general chairman for the 
annual banquet which will be held some- 
time in May. 


Bill Against Loss-Leaders 
Before New York Legislature 


Arsany, N. Y.—A “loss-leader” bill, 
such as the Parsons bill enacted by both 
houses of the state legislature, last year, 
and then vetoed by Governor Lehman, 
was introduced in the Senate on Jan. 11 
by Joseph A. Esquinol, Brooklyn Demo- 
crat, and has been referred to the com- 
mittee on general laws. 

The bill, which would prohibit the sale, 
at less than cost, of items either at retail 
or wholesale, has the indorsement of the 
same interests that backed the Parsons 
bill, with ‘even more associations favor- 
ing it. 

The legislation is aimed at establish- 
ments which sacrifice their profit on cer- 
tain popular lines in order to promote 
their volume of business. It makes it a 
misdemeanor for anyone who sells or 
offers to sell, at less than cost, “with 
intent to injure competitors or destroy 
competition.” Advertisements are con- 
sidered prima facie evidence of such in- 
tent. It also makes contracts made in 
violation of this law illegal and void, 
with no recovery at law. 

The cost of doing business to the re- 
tailer is conditionally presumed to be 6 
per cent of the invoice cost of the mer- 
chandise to the retailer. 

Exemptions include isolated transac- 
tions not in the usual course of business, 
bona fide clearance sales if advertised or 
marked as such, perishable merchandise 
sold to avoid a loss, damaged merchan- 
dise, final liquidation sales and contract 
sales to government institutions. 


————e 
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HONOR ROLLS 
Made by Jewelers 


MEMORIALS 


Fall Size Original Designs in Color, Submitted Gratis 
High Quality—Low Prices—All Mail Answered Same Day 
“BRONZE TABLET HEADQUARTERS” 

U. S. BRONZE SIGN CO., Inc 


70-572 BROADWAY, NEW YORK 
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WALLINGFORD, CONN. “Watch Wal- 
lace—1940’ was the rallying-cry at the 
annual conventions of the saies organiza- 
tion of R. Wallace & Sons Mfg. Co., held 
here and in San Francisco, last month. 

The convention here, which opened 
Jan. 12, was the first to be held under 
the direction of William Rich, assistant 
to the president, who took over the post 
last spring. Mr. Rich gave an inspiring 
talk, during which he gave a prospectus 
for the year, announcing new items which 
should have a good appeal. 

During the sessions there were other 
talks by Warren Mottram, general man- 
ager; Floyd Wallace, vice-pres.; Leslie 
J. Hannah, director of advertising and 
sales promotion; E. Dolliver, R. G. Hall, 
superintendents of plant; Malcolm Wal- 
lace, superintendent of plated flatware 
department; William Warren, Frank Ol- 
layos and Lynn Gundlach. 

On Jan. 14, Floyd Wallace and Leslie 
J. Hannah left for the West Coast and 
the San Francisco convention. Thomas 
H. McCready, formerly of Wallingford, 
is the sales manager of the western di- 
vision. 

Among those who attended the Wall- 
ingford convention were: J. C. Banks, 
C. E. Baumle, Elmer Miller, B. J. Miller, 
J. W. Burke, Roy Weart, Ivan B. Ogil- 
vie, Don Dorsey, Walter Martin, J. F. 
Boehm, J. F. Stewart, H. R. Johnson, 
K. Wilson, William Barker, and H. E. 
Reicher, manager, all of the Chicago 
office. 

Francis Hems, George Backes, J. W. 
Koerbel, Otto Kaffka, George Heyden- 
rich, C. S. Dunn, William Heckel, Dean 
Welch, Paul Wendler, Paul Mansolf, A. 
J. Taylor, Guerry Denison and L. Licht- 
man, all of the New York office, and W. 
J. Mack, W. A. Pratt, Harry Haywood 
Elliott Bristol, R. C. Stevens, J. R. 
Ribie, L. H. Patterson, Eugene Benard, 





Is it the state of the union or the prospects for 
the 1940 line of Wallace Silver? At any rate, to 
judge by their expressions, everything is going 


to be "okie-dokie."" The trio who had their 

heads together at last month's sales convention 

of R. Wallace & Sons Mfg. Co., in Wallingford, 

are, from left to right, John W. Leavenworth, 

general manager of the hotel division; William 

R. Rich, assistant to the president, and Floyd 
Wallace, vice-president. 
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and 


L. A. MacKown, William P. Sass 
Francis Griffin, factory salesmen. 

‘Those attending the West Coast con- 
clave are seen in the picture above. They 
are, from leit to right: 

Norman Daniels; James Adams 
(standing); Roy J. Dable; Tom Mce- 
cready, sales manager, Pacific Division; 
Floyd Wallace, vice-president of R. 
Wallace & Sons Mfg. Co. (standing) ; 
Charles E. Fisher; L. J. Hannah, sates 
promotion manager; Fred S. Geirrine; 
Howard Kennedy; Charles J. Welch. 


Travelers’ Brotherhood Observes 
Its 50th Anniversary 


The golden anniversary of the found- 


ing of the Brotherhood of Traveling 
Jewelers was celebrated on Saturday, 
Jan. 6, with a meeting, entertainment 
and buffet supper, held at the New 
York Athletic Club. The affair began 


in the afternoon and members lingered 
around until a late hour to reminisce 
about the “good old days.” There were 
more than 200 of the 330 members, who 
are spread throughout the country, in 
attendance. 

Fred Van Houten, only surviving 
charter member, was present and made 
a short talk as did Frank Sloan, Lon 
Reynolds, David Pickering, Charles 
Snedecker, G. H. Niemeyer and other of 
the older members. A _ sterling silver 
platter, suitably inscribed, was _pre- 
sented to W. A. Brown, a former presi- 
dent and chairman of the board for 14 
years until a year ago. Mr. Brown is 
New York representative of Lester & 
Co., Newark manufacturing jewelers. 

There was an exceptionally fine pro- 
gram of professional entertainment, and 
the affair was successful in all respects, 
as a result of the efforts of G. H. Nie- 
meyer, Handy & Harman, the chairman 
of the arrangements committee. 

Bernard J. Clark, manufacturers rep- 
resentative at 366 Fifth Ave., was re- 
elected president. Others elected were: 
Frank Vogel, Corbett & Bertolone, Inc., 
vice-president; Archer L. Chapin, Larter 
& Sons, Newark, secretary-treasurer, 
and directors, Harry Berdan, Gorham 
Co.; Harold Knight, Krementz & Co.; 
Archie Graham, Monroe-Graham Co.; 
Ralph W. Biggs, manufacturers repre- 
sentatives, and Joseph Pryor, Shanley 
Co., Newark. 





Movements for Britain 


Wasuinctron—American manufactur- 
ers of watch movements may increase 
their sales to Great Britain if Birming- 
ham watch interests are successful in 
their efforts to modify the present pro- 
hibition on imports. 
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EACH PIECE A WORK OF ART 
G. WENZ 


48 West 48th St. New York City 


Antique Rings, Bracelets, Clip and 
Flower Brooches 
Enamel Work a Specialty 
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Silverware Repaired 
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WM. HERTEL & CO., Inc. 
Silversmiths & Platers 
17 W. 45th St. 
New York City 
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A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 
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SMELTING & REFINING CO. | 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


GOLD — SILVER — PLATINUM 
713 SANSOM ST. 








ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 
From authorized Distributors 


JOS. B. BECHTEL & CO., INC. 


729 Sansom St., Philadelphia 
(Satisfactory service for 46 years) 
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i) Technical School 
t Courses for Success for 


Watchmakers 
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Future and Our School’’ 
ae JOHN J. BOWMAN, Director 
Bowman Bldg., Lancaster, Pa. 
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SCHOOL FOR WATCH MAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 
PHILADELPHIA, PA. 


Philadelphia 














PHILADELPHIA | 


| 
| 
| 


| q Alan Marged, of Kornfeld & Marged, 


719 Sansom St., will marry Miss Reba 


| Grant, of Philadelphia, Jan. 28. 


| q Edward Spiegelman, of 





| q Ralph 





Spiegelman 
Bros., 721 Sansom St., left Jan. 4 for a 
trip to Chicago. 

q Leonard Levin, of M. A. Safran, Inc., 
107 S. 8th St., became an outside sales- 
man for the firm Jan. 9. 

q Louis Neff, of the Milton Neff store, 
742 Sansom St., last month announced 
his engagement to Miss Ethel Hoffman, 
of Philadelphia. 

q Harry Gordon, 726 Sansom St., left 
Jan. 13 for several weeks’ stay at Mi- 
ami Beach. Arnold Gordon, of the same 
firm, will go to Florida in February. 

q Mr. and Mrs. Sol Sickles of M. Sickles 
& Sons, 904 Chestnut St., left early in 
January for an extended stay at Miami, 
Fla. 

q Roy S. Humbert, of Alfred Humbert 
& Son, 117 S. 10th St., and Mrs. Hum- 
bert left in December to spend the bal- 
ance of the winter in Eustis, Fla. 

q Henry Meyer, of the Central Watch 
Materials and Jewelry Supply Co., 134 
S. 8th St., returned on Jan. 25 after a 
month’s vacation in Miami Beach, Fla. 
q A. Castiglioni, head of the French 
Jewelry Co., 137 S. 8th St., left Jan. 20 
on a three weeks’ business trip over the 
Southern territory. 

q Louis Klink and Robert Frain, of H. 
O. Hurlburt & Sons, 817 Chestnut St., 
returned in January from Florida. Max 
Goldstein left Jan. 19 for an extended 
tour through Florida. 

q Milton Neff, 742 Sansom St., has been 
appointed distributor for Rottgames 
Mah Jong sets. A “rage” more than 
a decade ago, the game is coming back 
in popularity. 

q Philadelphia jewelers in January be- 
gan deducting 114 per cent from weekly 
pay checks in conformity with a city 
ordinance levying a wage tax on the 
incomes of residents and non-residents. 
Huberman, of Huberman’s 
Credit Jewelers, 109 S. 11th St., last 
month purchased the property his Cam- 
den store has occupied under lease at 802 
Broadway in that city. 

q Samuel A. Cohen, of the Empire 
Smelting & Refining Co., has purchased 
the building at 718 Sansom St., which, 
after extensive alterations, will be oc- 
cupied by the firm, about April 1. 

q Edward Simons, assistant buyer in the 
silver department of M. Sickles & Sons, 
$04 Chestnut St., left the firm Jan. 20 
to join the Metropolitan Life Insurance 
Co. He was with the Sickles concern 
15 years. 

q Louis Sickles, Jr., of the Louis Sickles 
firm, 1015 Chestnut St., returned Jan. 
19 after a trip to Southern States. An 
exceptional sale in January of the new 
“America First” watches of the Elgin 
line was reported by the company. 

q Richard W. Richards, prominent Ger- 
mantown jeweler, was stricken with a 
heart attack New Year’s Eve and was 
seriously ill during January. Mr. Rich- 
ards conducts the William J. Lehmkuhl 
store, 58 W. Cheltenham Ave. 

q Fred J. Cooper, 113 S. 12th St., gave 
a radio address on birthstones Jan. 3 
woman’s program at station 
WCAU. He followed the talk by a 
longer discussion with a  woman’s 
studio audience. 
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q George S. Taylor, for many years the 
Philadelphia manager for R. Wallace 
and Sons Mfg. Co., at 12 S. 12th St,, is 
at present the New York representative 
for the Watson Co., with offices at 347 
Fifth Ave., New York. 

q Dave Paul and Charles Mednikow, of 
Mednikow & Paul, wholesalers, of <At- 
lanta, Ga., visited I. Paul, jeweler at 
721 Sansom St., Jan. 18 and 19, They 
are Mr. I. Paul’s brother and cousin 
respectively. 

q The following officers and members of 
the staff of Bailey, Banks & Biddle Co, 
1218 Chestnut St., attended the 24-Karat 
Club dinner in New York Jan. 13: Wil- 
son A. Streeter, president; E. Harvey 
Lippincott, vice-president; Joseph Ful- 
coly, secretary; George A. Meell, Nor- 
man Treat, and A. C. Klamt. 

q Bruce Gordon, of the Iskin Mfg. Co,, 
7th St. & Washington Square, was 
elected president of the Max E. Gordon 
Lodge, known as the “Jewelers’ Lodge,” 
of Brith Sholom, Jan. 9. Other officers 
elected included Armand Jacoby, finan- 
cial secretary, and Irwin Margolis, re- 
cording secretary. 

q Directors of the Sansom Street Young 
Men’s Business Association met Jan. 16 
at the State House Restaurant. Those 
present included Michael Orloff, presi- 
dent; Armand Jacoby, Robert Shifren, 
Herman Kornfeld, David Packman, 
Herman Blum, Irving Hoffman and 
Fred Weisberg. Plans for an_ enter- 
tainment in February were discussed. 
q Wholesale versus retail activities were 
to be discussed by members of the San- 
som Street Business Men’s Association 
at their first meeting since last fall. The 
meeting was scheduled for either Jan. 
30 or Feb. 6, pending completion of ar- 
rangements by Josef Milner, entertain- 
ment committee chairman, and _ Irvin 
Margolis, secretary. 

q Isaac Shifren, of 734 Sansom St., and 
Mrs. Shifren left Jan. 20 for Miami 
Beach. J. M. Rabinowitz, of 723 Sansom 
St., and family left Jan. 29 for a vaca- 
tion there. M. Rosnov, 719 Sansom St. 
and family recently returned from the 
same resort. Sydney Lopatin, of the 
firm of Alex Lopatin, 738 Sansom St. 
left for Miami, Jan. 20 Mr. and Mrs. 
Alex Lopatin will leave for Florida 
upon his return. 

q Members of the Philadelphia Horo- 
logical Guild will meet Feb. 6 at Frank- 
lin Institute to discuss the advisability 
of holding a general mass meeting of 
the trade in this area in March following 
the proposed state convention of horo- 
logists at Harrisburg. State officers 
would be invited to attend the meeting 
and to speak on the status of state li- 
censing for watchmakers. Watchmakers 
in Philadelphia and vicinity are invited 
to express their opinions on the matter 
by addressing George Baitzel, guild sec- 
retary, at 7018 Passyunk Ave. 








SAVE ON 
Swiss and American 


GENUINE WATCH MATERIALS 
LOWEST PRICES & 
PROMPT SERVICE 
WRITE FOR CATALOG 
CENTRAL WATCH MATERIALS & 
SUPPLY CO., INC. 
134 S. 8th Street Philadelphia, Pa. 
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4 George Durst, European scientist and 
metallurgist, has become associated with 
the General Plate Co., Attleboro. 


Edward Finberg, 51, president and 
treasurer of the Lawrence Mfg. Co., 
manufacturers of jewelry, died sud- 
denly at his home Dec. 27. 

4 Frederick B. Thurber, of Tilden- 
Thurber Corp., and Bernard Boas, of 


J. A. Foster Co., retail jewelers, were 
elected directors of the Providence Re- 
tail Trade Board. 

q The Jewelers Board of Trade an- 
nounces that its Spring, 1940, edition of 
the confidential reference book, com- 
monly known in the trade as the “Red 
Book,” will appear March 8. 

q The annual banquet of the N. E. 
Manufacturing Jewelers & Silversmiths 
Association will be held Saturday, Feb. 
17, in the Providence Biltmore Hotel. 
The association’s new Buyers Guide is 
ready for the printer. 

q The Curran Mfg. Co. has been offered 
for sale as a going concern by the re- 
ceiver, Ernst T. Voight. The bids were 
scheduled to be opened in Superior Court 
here Jan. 22. The company has been in 
receivership for more than a year. 

q Jobbers, arriving in Providence in in- 
creasing numbers, include many Canadi- 
ans who formerly did a_ substantial 
amount of their business with foreign 


nations but have found supplies re- 
stricted and turned to America. 
q William G. Lind, president of T. W. 


Lind Co., findings manufacturers, in dis- 
cussing the tremendous popularity of 
jewelry during the season just ended 
said that a substantial amount of credit 
should be given to the Jewelry Industry 
Publicity Board. Mr. Lind is convinced 
that jewelry will continue to the fore in 
style trends during the present year. 

q More than 40 members of the Rhode 
Island Horological Association entered 


Providence and Attleboro. 


| 


24 


into a lively discussion of pending legis- 
lation, especially that pertaining to the 
licensing of watchmakers in this State, 
at a meeting Jan. 18. Members also 
made plans for continuation of the drive 
for new members. More than 90 watch- 
makers are enrolled, said President Leo 
Abisch. 


q The beloved Amos Blackington, vice- | 


president of D. F. Briggs Co., and Bates 
& Bacon Co., of Attleboro, Mass., is 
taking what is probably his first ex- 
tended vacation in his decades of active 
business experience. He has at last suc- 
cumbed to a long standing invitation 
from an old friend, Fred Perry of Sara- 
sota, Fla., at whose estate he is spending 


| 


a month of well earned respite from the | 


demands of business. 
q Several major changes in _ factory 
management have been announced by 
the R. F. Simmons Co., Attleboro, Aug- 
ust L. 
years of service but will retain his desk 
and will visit the plant at 


Blumenthal has retired after 61 | 


intervals. | 


Stephen L. Ford, who has been with the | 


Simmons organization for 42 years, has 
been named general superintendent, and 
Kenneth L. Crook has been appointed 
superintendent of production. His, as- 
sistant will be Alanson S. Lapham. 

q Kotler & Kopit, Inc., manufacturers 
of compacts, pearls and novelty jewelry, 
7 Eddy St., have announced plans for 


the removal of a large part of their | 


plant to Pawtucket where it will be lo- | 


cated on the fourth floor of the Rhode 
Island Industries Building. The com- 
pany has also leased space on the ground 
floor for the installation of drop presses. 
Leo Kopit, president of Kotler & Kopit, 
said his firm will give employment to 
300 persons after the transfer, many of 
them unemployed Blackstone Valley 
workers who formerly commuted _ to 











GO ON, TASTE IT. WE DARE YOU! 


While Jeanne Owen, secretary of the Wine and Food Society, seems to be debating whether or not to 
take a bite we can detect a note of almost boyish anticipation in the expression of William Ansen, 
American representative of Jules Jurgensen watches, 630 Fifth Ave, New York, at the judging of a 
fruit cake contest in New York, last month. The contest, run by J. W. Moore, jeweler of Huntsville, Ala., 
Produced this many entries and more. The other judges were Miss G. M. Austin of the executive staff 


of Schraff's restaurants, 


and Mrs. Christine Frederick, household economics editor of AMERICAN 


WEEKLY, who is cautiously handling what appears to be a Russian ''dud"' hand grenade. After much 
sniffing and nibbling the ladies finally awarded the following prizes: First, a Jules Jurgensen watch to 
Mrs. Lottie Bell Coyle, New Market, Ala.; second, a Waltham watch to Mrs. John Simmons, Huntsville, 
Ala.; third, sterling silver cake plate, to Mrs. J. R. Thomas, New Market, Ala., and fourth, a sterling 


silver cake knife to Miss Ruth Elizabeth Pettus, Huntsville, Ala. 


We hope Jeweler Moore doesn't 


suffer too badly at the hands of the irate, disappointed losing cake-bakers. 
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“SUPER-SERVICE” 
ROLLING MILLS 





reduce production costs to meet 
present day competition. 

We manufacture a complete 
line for hand, belt or electric 
motor drive. 


WRITE FOR 
FOLDERS 


Buffalo Machine 
Manufacturing Co. 


1354 West Avenue 
Buffalo, New York 
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REED & BARTON 


Approved by Good Housekeeping 
A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 


re Original Ss Gold Top 
| Senet 
Sets for" ‘Good wilt Gifts. 


| emblem 
May we help you 


THE 
JEWELRY< CUTLERY NOVELTY CO. 


MASS 












NORTH ATTLEBORO 








h in Itustrated Catalog on request 
250 SELLS. MFG. CO., ATTLEBORO, MASS. 
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OFF TOA 
GOOD START 





WITH— 
ENGEL'S 1940 LINE 


Our new line is now on the 
road! Jam-packed full of 
new, sales stimulating mer- 
chandise for your spring 
business. 


WAIT FOR IT! 
SEE IT!! 
BUY IT!!! 










PEWELRY 1 JWLLLE 
BALTIMORE, MD. 














ALBERT S. SMYTH CO. 


i WHOLESALE 
DIAMONDS - WATCHES 
@ JEWELRY e@ 

5 HOPKINS PLACE, BALTIMORE, MD. 














MR. JEWELER! 


MAKE YOUR SELLING JOB 
— EASIER — 
BUY OUR COMPLETE LINE 
OF 


DIAMONDS — JEWELRY 


ELGIN WATCHES 


SETH THOMAS CLOCKS 
WESTCLOX 
INGERSOLLS 

RONSON LIGHTERS 

SILEX COFFEE MAKERS 

ADMIRAL RADIOS 


and our extensive line of 


EASTON WATCHES 


tl 





\ ’ 
WHOLESALE JEWELERS 


IMPORTERS OF 


DIAMONDS 


BALTIMORE & LIBERTY STS. 
BALTIMORE, MD. 
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q Mr. and Mrs. Millard Braun, of Balti- 
more, have been on vacation at New 
Orleans. 

4 A $650 diamond ring was reported 
stolen Dec. 30 from Lemon & Son, Louis- 
ville, Ky. 

q Charles E. Shaffner, of York, Pa., has 
enlarged and remodeled his store, adding 
a china department. 

q Linz Bros., Dallas, 'Tex., has subleased 
from Philipson’s Women’s Apparel store 
the two-story structure occupied by that 
firm. 

q Floyd I. Frazee, of Parkersburg, 
W. Va., is showing his customers around 
the remodeled store over which he pre- 
sides. 

q Charles F. Herrmann, 71, manufac- 
turing jeweler, 2100 4th St., Washington, 
died Jan. 8 after a week’s illness in 
Sibley Hospital. 

q Funeral services for Edwin E. Morti- 
mer, secretary and treasurer of the 
Colonial Silver Co., Atlanta, Ga., were 
conducted Jan. 8. 

q Watches valued at $400 were taken 
by window smashers from the display 
window of Duval Jewelry Co., Jackson- 
ville, Fla., Jan. 7. 

q Frank Regero, of Regero & Regero, 
Macon, Ga., retail jewelers, has been re- 
elected commander of Magnolia Camp, 
the Woodman of the World. 

Mrs. H. A. Dodge, jeweler in Fair- 
mont, W. Va., has added to the attrac- 
tiveness of her establishment by having 
new windows and furniture installed. 

q The Silver Sales Service, Inc., 305 
Guilford Building, Greensboro, N. C., 
has been chartered to engage in the 
manufacture and sale of silverware and 
other goods. 

q Wilbur Man, of Clarksburg, W. Va., 
former manager of the jewelry division 
of Parson Sanders’ department store in 
that city, has gone into business on his 
own account. 

qS. & N. Katz, jewelers, with principal 
store on N. Charles St., Baltimore, have 
leased the building at 2116 E. Monument 
St., Highlandtown, and will establish 
another branch store. 

q Ferdinand Kohner, of Max Kohner & 
Co., wholesale jewelers on W. Fayette 
St., Baltimore, spent a session as a 
patient at the Sinai Hospital, but is 
fully restored again. 

q Paul Goldston, Leaksville, N. C., who 
has been associated with the Jewel Box 
on Washington Street in that city, has 
recently been promoted to the position 
of manager of the store. 

q George W. Isenhour, Reidsville, N. C., 
has accepted a position with Leonard’s, 
Elkin, N. C., as watchmaker. He studied 
watch making and jewelry repairing at 
the Philadelphia College of Horology. 

q The Diamond Jewelry Co. has opened 
for business at 20 W. Flagler St., Mi- 
ami, Fla. C. L. Patton is president and 
manager of the new company, which will 
employ 12 people on an_all-the-year- 
round basis, and 16 people during the 
tourist season. 

q Mrs. Anna E. Feldman, formerly sec- 
retary to the late Henry C. Kirk, and 
now in charge of sales in the wholesale 
department of Samuel Kirk & Son, Inc., 
25th St. & Kirk Ave., Baltimore, ob- 
served her 25th anniversary in the em- 
ploy of the company on Jan. 17. 
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q Among the jewelers’ who  visiteg 
Klorida for a vacation last month were 
Philip Katz and Mr. and Mrs. Melvin 
Erlanger, of S. & N. Katz, Baltimore. 
Joseph D. Devilbiss, of J. Engel & Co, 
Baltimore; Albert Gross, of Petersburg, 
Va., and Mr. and Mrs. Charles Bowen, 
of Lynchburg, Va. 

q Ted Johnson has been named head of 
Perel & Lowenstein’s (Memphis, Tenn.) 
new public relations department. He 
will also be associated with the store’s 
publicity and promotional activities, 
Since the department was established a 
few weeks ago, it has contacted hundreds 
of customers to obtain suggestions for 
better operation of the firm. 

q An Atmos clock “that lives on air” and 
is consequently as near to perpetual mo- 
tion as science has gotten, is on view 
in the window of Raymond Hughes, 2 
E. Fayette St., Baltimore. The clock 
operates, entirely without winding, from 
variations of temperature and barome- 
tric pressure, a change of one degree 
Centigrade giving more than 120 hours 
of driving energy to the motor. 

q The recent robbery of two Miami re- 
tail jewelry stores has been solved, po- 
lice say, with an arrest in New Orleans. 
The suspect confessed robbing the 
George W. Kruger store at 544 W. Flag- 
ler St., Oct. 31, of $300 worth of mer- 
chandise; the Maynard-Page Jewelry 
Co., Nov. 5, of $1,300 worth of watches, 
A number of the watches taken from 
the two stores were found in the man’s 
possession. He is being held in New 
Orleans on charges of breaking and en- 
tering in that city, also. 

q A motion for re-hearing of the Co- 
lumbus, Ga., chain store tax has been 
denied by the Georgia State Supreme 
Court, which recently declared the levy 
to be unconstitutional. The tax, based 
on the number of units in the national 
chain, ranged from $50 to $1,250 per unit 
annually, but was never collected, owing 
to litigation. In the meantime, a new 
chain store tax measure has_ been 
adopted by the Columbus city council, 
ranging from $25 to $400 per store in 
accordance with the number of units in 
the national chain. 

q Jewelers from the South in impressive 
number were present at the 24-K Club 
dinner in New York Jan. 13. The guests 
included Ned Cohen, of Greensboro, 
N. C.; Louis Backer, of Winston-Salem, 
N. C.; Louis Green, of Fayetteville, 
N. C.; Frank Moose, of Roanoke, Va.; 
B. Bernstein, of Burlington, N. C.; 
Samuel Schwartz, Horace Pack, Sidney 
Selinger, Arthur Sunlund, Albert Sig- 
mund, and Frank Geraci, of Washing- 
ton, D. C.; Philip Barr and Louis Barr, 
of Norfolk, and Leon Engel, of J. Engel 
& Co., Baltimore wholesalers. 


Aexanpria, La.—Perhaps the adver- 
tising record of the C. A. Schnack Jew- 
elry Co. accounts in some measure for 
the success of this store. 

This firm which observed its 75th 
anniversary on Jan. 2, has not failed to 
have an advertisement in each issue of 
Town Talk, local newspaper, since its 
founding 57 years ago. The ads have 
continued uninterruptedly through floods, 
epidemics, panics and hard times. 
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Watch Case Makers 
Meet with FTC 
To Draw Up Code 


Meeting at the call of the Federal 
‘rade Commission to consider a new 
code of trade practice rules following 
suggestions submitted by the Watch 
Case Manufacturers’ Board of Trade, 
members of the watch case industry and 
allied interests convened in the Hotel 
Commodore, New York, on Jan. 18. 

With Commissioner Robert E. Freer 
in the chair, assisted by Judge Mc- 
Corkle, also of the Federal ‘Trade Com- 
mission, and with Herbert Greenberg, of 
the Watch Case Manufacturers’ Board 
of Trade acting as secretary of the 
meeting, an entirely new code was taken 
up and discussed, section by section. 
The standards of quality whose adop- 
tion was recommended by the meeting 
correspond fairly closely to those of the 
NRA code for the watch case industry 
of 1934. ‘There were, however, a few 
important revisions: 

1. It is proposed that in conformity 
with the National Stamping Act, the 
term “solid gold” shall be used only for 
24 karat or fine gold, and that al! alloys 
shall be marked only 10K, 14K, or what- 
ever the alloy may be. 

2. In the standards for gold-filled 
cases, it is recommended that the 
1/1000th inch of karat gold now required 
to be placed on the inner surface of the 
back of the watch case be eliminated 
from that place and its equivalent added 
to the present requirement for the outer 
surface. That is, instead of requiring 
1/1000th inch of gold on the inner sur- 
face and #%/1000ths inch on the outer, 
4/1000ths inch shall be on the outer sur- 
face only, with no gold on the inner 
surface. 

This change is to apply only to two- 
piece cases where the inner surface of 
the back receives no wear and is never 
in view. For three-piece or hunting 
cases where there is an inner back or lid, 
the plating of karat gold will be re- 
quired on all surfaces. It was left to 
the commission to make recommenda- 
tions as to whether to allow the present 
requirements to stand for cases of this 
type. 

In the interest of uniformity it was 
also recommended that bezels as well as 
backs have a minimum of 4/1000ths of 
karat gold on all outer surfaces to cor- 
respond to the requirement for the back 
of the case. 

There was some discussion as to the 
advisability of increasing the minimum 
requirement for the mark, “rolled gold 








IT’S FREE 


To Listed Jewelers 
Our 1940 Supply Catalog 


Direct Distributors for All 
Genuine Factory American 
and Swiss Watch Parts. 


FISHER’S SUPPLY HOUSE 
411 First Street, S. W. 
Roanoke, Virginia 
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plate,” to a thickness of 2/1000ths of an 
inch of karat gold on all outer surfaces, 
but no definite recommendation was 
made on this point. 

As heretofore, the terms “gold filled” 
and rolled gold plate, may be used only 
for plating applied by mechanical means. 

All cases which are gold plated by 
the electrolytic process are to be marked 
only “electroplate” without the use of 
the word “gold.” 

The definitions for sterling silver and 
coin silver required by law under the 
National Stamping Act were, of course, 
adopted as the standards for cases of 
those materials. 

Cases of all other metals 
stamped only “base metal.” 

It was also recommended that the 
code include a provision requiring that 
when the bezel and back of a case are 
of different materials, each must be 
plainly stamped with the quality of the 
material used in that part. That is, in 
the case of a watch with a_ stainless 
steel back and a rolled gold plate bezel, 
each of the two parts must be individu- 
ally marked with its own quality. 

Other provisions dealt with the for- 
bidding of unfair commercial practices, 
this section of the proposed standards 
conforming to the general principles of 
the Federal Trade Commission, and 
ruling out the use of lottery schemes, 
false invoicing, imitation of trade- 
marks, deceptive guarantees and mis- 
representation of all kinds. 

Finally, it was proposed that the code 
embody a section covering the require- 
ments of the Robinson-Patman Act pro- 
hibiting discriminatory prices and serv- 
ices, rebates, brokerage, commissions, 
promotional allowances, and the like. 

It was also recommended that the 
trade mark or name of the watch case 
maker be placed conspicuously and _ in- 
delibly on all cases and that quality 
marks be always accompanied by na- 
tionally registered trade-marks to fix re- 
sponsibility. 

The Federal Trade Commission in the 
near future will submit the complete 
code, as recommended, to the industry 
and all directly interested persons for 
comment and suggestions before making 
the final draft of the regulations. This 
final draft will then in turn be re-sub- 
mitted for acceptance or rejection by a 
vote of the industry. 
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Wilcox Heads Sterling Guild; 
Dealer Sales Aids in Demand 


Roy Wilcox, executive vice-president 
of the International Silver Co., was 
elected to the presidency of the Sterling 
Silversmiths Guild of America, at its 


annual meeting held Jan. 13, at the 
Waldorf-Astoria, New York. Mr. Wil- 
cox succeeds Denham C. Lunt, of 
Rogers, Lunt & Bowlen Co. Alexander 


Vincent, vice-president and _ executive 
secretary, was re-elected. Jerome Hardy, 
of the 'Towle Co., was named treasurer. 

In reporting on the activities of the 
Guild office at 20 W. 47th St. New 
York, Mr. Vincent said that at the close 
of 1939 the Guild had distributed 76,500 
copies of the popular little book entitled 
“Story of Sterling.” While the bulk of 
the books were distributed through re- 
tail jewelry channels, many thousand 
copies were sent to schools and colleges. 
Mr. Vincent also reported a ready ac- 
ceptance by the retail trade for three 
advertising mat series which have been 
distributed during the last two years. 
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WANTED: 


OLD STERLING 
FLATWARE PATTERNS 


We pay up to 75¢ per ounce for 
Various Patterns, Including: 


Frontenac Wedgwood 

Lily (Whiting) Strasbourg 
Lancaster Colonial 

Bridal Rose Hepplewhite 
Cambridge Francis I 
Versailles Etruscan 

Violet Louis XIV 

Louis XV Buttercup 
Chantilly & Many Others 


Interesting Serving Pieces 
Any Pattern 

Odd After Dinner Coffee Spoons 
Any Pattern 

Souvenir Spoons, small size only— 
Special Price for Enameled Spoons 

Salable Hollowware, trays, ete. 

Pearl handled knives and forks 


Make Shipment today and receive 
check by Return Mail (Package held 
Intact subject to your approval), or 
send a list of the silver you have and 
ask for our illustrated card of pop- 
ular sterling patterns, handy as perma- 
nent reference. All shipments 
welcome—large or small. 


KEY’S, Jewelers 


1809A Main St. Dallas, Texas 















104-106 WEST 
FAYETTE STREET 


BALTIMORE, MD. 


“AN INSTITUTION 
of DEPENDABILITY”’ 


ESTABLISHED 1885 
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If I was 20 years younger this Jewelry 
could not be bought for $10,000. 





department 
To the right person 


| I will sell Jewelry Dep’t. for $5,000. 


| 





| If you are Jeweler-Optometrist will consider selling both 
departments. 
| Will not accept any offers fer less than 


'C. A. MORRIS 


50% cash. 
JEWELER-OPTOMETRIST 
NEWBERG, OREGON 











A Short Course in Engraving for 
Jewelers 
By WM. KASSEL 
Price 50¢ 


The Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 239 W. 39th St. 
Philadelphia, Pa. New York, N.Y. 























DIAMOND CUTTING 


Re-Cutting Price, Net—Special 
Y_ and '/, Carat $5 5 and 34 Carat $9 


¥ and '/, Carat 7 VY, and | Carat 10 
Removing Chips $1.50 to $3.00 


IMPORTERS OF DIAMONDS 


Send for a Selection 


STEIN & ELLBOGEN COMPANY 


55 East Washington Street, Chicago, lllingis 








Your JOBBER Has 


NEWALL 
“Quality Findings 


The Newall Mfg. Co. - Chicago 


9 / 











4614YJ—I14K. Yel. as Yel. 
e . | 
4615PJ—10% Ir. Plat. 461542PS—10% Ir. Plat. 
Net $24.50 


e E 
1/5 to 5/8 Ct. 
LET US MOUNT YOUR DIAMOND 
In this beautiful Mtg. 
DIAMOND SETTING 
SPECIAL ORDER AND JEWELRY REPAIRING 
WEDDING RINGS AND MOUNTINGS 
Send for our latest catalog 


QUAST & OLSEN 
5 So. Wabash Ave., Chicago, Ill. 








If you want a Complete Catalog of 


) FULLERS FINDINGS 


« 
to assist and enable you to 
ORDER FROM YOUR JOBBER 


Write Geo. H. Fuller & Son Co. 
E. Madison St., Chicago, Ill. 
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Repaired . Romousted 
Renlated Repaired - Replated Relined 
Relined 





SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 














OUR WORK COSTS NO MORE THAN 
Y WORK oO 


ORDINAR 
BECKER-HECKMAN CO. 
29 E. Madison St. 





CHICAGO, ILL. 


CHICAGO © 


q Edwards Credit Jewelers is the name 
of a new jewelry store recently opened 
in Kankakee, Ill., by Ben Wurtzel and 
M. E. Oil, formerly of Buffalo. 

q Sidney Y. Ball of The Ball Company, 
spent several days in the South early 
in January and attended the Sugar Bowl 
football game on New Year’s Day. 

q William Lambrecht, Jr., of Wm. Lam- 
brecht & Sons, 1958 N. Milwaukee Ave., 
spent a month’s vacation in St. Peters- 
burg, Florida, accompanied by Mrs. 
Lambrecht. 

q Henry Klaas, of Henry Klaas Co., 
and Mrs. Klaas spent several weeks” 
vacation in New York recently with 
friends and were regular attendants at 
the opera. Mr. Klaas is now entering 
his 51st year as a distributor of mer- 
chandise to retail jewelers. 

q Ernest E. Strauss, with offices at 29 
E. Madison St., has been appointed Chi- 
cago representative for Fabrikant Bros., 
New York, carrying the line of platinum 
diamond watches, diamonds and mount- 
ed jewelry. Mr. Strauss has been con- 
nected with the trade for a quarter of a 
century. 

q Adolph C. Possin, owner of the Bosz- 
hardt-Possin Co., Milwaukee, noted the 
30-year record of the company at 
Christmas time by sending to the trade 
handsome silver plated letter openers 
on which was engraved the name of the 
company, the home of “On the Dot 
Service.” 

4 Max Adler, president of Hampden 
Watch Co., 29 E. Madison St., suffered 
injuries about the face and back on 
Christmas day when another car crashed 
broadside into the Adler car at an in- 
tersection and caused the Adler automo- 
bile to turn over three times. Mr. and 
Mrs. Alder are fairly recovered from 
their injuries but Mrs. Adler’y brother 
is still in a serious condition. 

Miss Rose M. Tritan, who has been 
with the Star Watch Case Co. for 22 
years and in charge of their Chicago 
office at the time it was discontinued 
on Dec. 31st, was honored by the ex- 
ecutives and associates of the watch 
manufacturers and distributors, located 
in the Pure Oil Building, on Jan. 6th 
at a dinner. Nearly every one in the 
trade was present and high tribute was 
paid to her business efficiency and cour- 
tesy during all these years. 

q At a brief business session of The 
Jewelers Club of Chicago, held in their 
rooms in the Pittsfield Building at noon 
Jan. 16, the following officers were 
elected: President, R. Schell Hulbert, 
Oneida, Ltd.; vice-president, Allen Pi- 
nero, Le Stage Mfg. Co.; secretary, 
Maurice Gold, Marathon Co.; treasurer, 
Jack F. Casey, National Jeweler. Social 
activities of 1939 closed with open house 
Dec. 23 when a buffet luncheon was 
served with choice liquid refreshments, 
all “on the house.” 

q R. S. Hulbert, Chicago manager for 
Oneida, Ltd., advises that extensive 
plans are under way for enlarging and 
modernizing their offices and show rooms 
at 10 S. Wabash Ave. Space will be 
enlarged by more than one third and 
modern fixtures installed in which to 
display Community Plate and Tudor 
Plate flatware and hollowware. The work 
is being done under the direction of 
Peterson & Peterson, who redecorated 
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the Cole & Young store and three Olsen 
& Ebann stores. 

q Through the courtesy of Harry BR, 
Radix, Thos. J. Dee & Co., and president 
of the Chicago Arena and past Chanti- 
cleer of the Golden Roosters, members 
of this organization and guests enjoyed 
an unusual special event at the Arena 
on the night of Jan. 6. Ice skating was 
the feature event and many who had not 
been on ice skates in several years were 
duly reminded of the fact the next day. 
Some enjoyed the bowling alley and 
those not disposed to participate in 
either, made merry in the glass enclosed 
cocktail lounge. The annual dinner dance 
and installation of officers will be held 
at the Congress Hotel the night of Feb. 
24. 


Mrs. William B. Gibson Dies 


Cuicaco.—The many friends of Wil- 
liam B. Gibson, past president of the 
National Association of Credit Jewelers, 
and chairman of the board, will be sad- 
dened to learn of Mr. Gibson’s bereave- 
ment in the loss of his wife, who died 
unexpectedly Jan. 6, from double pneu- 
monia which developed from a _ cold. 
Relatives sitting by her bedside thought 
she had fallen asleep. 

Mrs. Gibson was born in_ Ingersoll, 
Ontario, Canada. Mr. and Mrs. Gibson 
were married in Canada in 1898 and in 
1900 moved to South Chicago, where 
Mr. Gibson is president of Cole & 
Young. Mrs. Gibson was active in 
several women’s clubs, _ particularly 
the Bryn Mawr Women’s and South 
Shore Country Clubs. She is also sur- 
vived by her mother and four brothers 
and sisters. 

















KEERSON JOINS LONGINES 


George J. Keerson, who has for many years been 
experienced in the watch business, has become 
associated with Longines-Wittnauer Watch Co. 
as a member of the sales staff. Mr. Keerson's 
interest in watches has earned him the title of 
connoisseur and his opinion on technical watch 
questions is respected. His opinions on current 
sports events are equally sought by his friends in 
the jewelry trade. Mr. Keerson will represent 
Longines-Wittnauer in New York State and 
western Pennsylvania. 








GENUINE 
Bohemian Garnet 
Jewelry 


HENRY KLAAS CO. 
58 E. Washington St. Chicago 
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q An original ensemble of sterling flatware, 


designed by 


signer for R. Wallace & Sons, Wallingford, 


Conn., 
Paris 


from 
of 


silver medal 
Exposition 


has won a 
International 


William S. Warren, head de- | 


the | 
1937. | 


Judging and other factors account for the 
two-year delay in his receipt of his honor. | 


Originally 
the 
had asked U. 
ern, 
art commission selected Mr. 
semble 
Metropolitan display 
to the 


the ensemble 
Sen am Museum of Art, which 
S. designers to present mod- 
traditionle ‘ss flatware. An American 
Warren’s en- 
other objects from _ the 
and submitted them 
French exposition. 


and 32 








R. Wallace & Sons’ 
Chief Designer 


Wins Silver Medal Décerné A Willan State “Warren, Mendon , Cane 
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From Paris Fair Gee? 
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PARIS 
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INTERNATIONALE 
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Expanded Advertising Program 
For Gruen Is Announced 


At Semi-Annual Sales Confab 


Cincinnati—Presentation of the new 
Gruen line of watches for 1940 and the 
announcement of the largest national 


magazine advertising campaign in the 
history of the firm featured the spring 
semi-annual sales conference of the 


Gruen Watch Co., held last month here. 
“We have just completed one of the 
most successful years the company ever 
had,” said President Benjamin S. Katz. 
“We are launching an aggressive year- 
round national magazine advertising 
campaign that will constantly keep our 
product in front of the consumer. 

The sales meetings were conducted by 
Teviah Sachs, vice-president of the com- 
pany, who presented the new spring line, 
which includes many new models rang- 
ing from $24.75 to $2503 with precious 
stones 


up to $2500. Featured are the 
famous Curvex and the  Veri-Thin 
watches for men and women. 
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the gold seal of the ex- 
position and the signa- 
tures of the general 
commissioner, the min- 
ister of commerce and 


on awards. 
The winning ensemble 
an individual salad fork, 
an iced-drink spoon, a 
knife. The silhouette of 


the handle flows through 
bowls and tines to form 


John McCarthy, of McCann-Erickson, 
Inc., explained that the advertising sched- 


was submitted to | 


Certificate attesting Mr. | 
Warren's success in the | 
Paris Exposition bears | 


the president of the jury 


consists of a salad-serv- | 
ing set, fork and spoon, | 


tea spoon and a buffet | 


a subtle panelling effect. 


ule for 1940 calls for full pages in You, | 


The New Yorker, Vogue, 
Saturday Evening Post, Esquire, and 
Liberty. In addition, professional model 
watches will be advertised in physicians’, 
nurses’ and engineers’ publications. 

In commenting upon the 1940 advertis- 
ing campaign, Mr. Teviah Sachs pointed 
out that in 1940 Gruen will continue to 
provide Gruen dealers with their “own 
custom-built” newspaper advertisements 
to be used in their local papers, 


Life, 


jewelry stores, direct-mail services and 


dealer radio programs for their local sta- | 


tions. 


The slogan, “Gifts From Your Jeweler 
is again promi- | 
This was | 


are Gifts at Their Best,” 
nent in the advertising copy. 
devised two years ago to assist the re- 
tail jeweler in competition with other 
outlets of the trade, and has become 
popular with the entire jewelry trade. 
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Collier’s, | 


along | 
with window displays and signs for their | 





InyyeseiGa 


* * 


OF EXPERT 


NISHED 


o5 2 4. eee 
LIGHTERS REPAIRED 
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A TRIO 


SERVICES 


FOR YOUR CONVENIENCE 


YOUR MONTHLY ACCOUNT 
WITH US WILL TAKE CARE 
OF THESE THREE 


KIRK-RICH DIAL CORP. 


ITEMS 


Chicago 
Los Angeles Dallas 
San Francisco Detroit 
Seattle Pittsburgh 











DIAMOND 


5 So. Wabash 


SETTING 


EXCLUSIVELY 


Distinctive and Outstanding Work by 
Expert Diamond Setters 


Prices upon request 


CHICAGO DIAMOND SETTERS 
Chicago, Ill. 








for the 
Best Workmanship 





CENTRAL WATCH CO. 
WATCH REPAIRING 


Trade 
at Lowest Prices 


Prompt Service 


5 South Wabash Ave. 


Chicago, II. 








McRAE & SHAW 


Chicago, 


168 N. Michigan Ave., 


Radio and Display Advertising Specialists 


Originators and 
“THE OLD 


SHEPHERD" 


Producers of 
RADIO PROGRAM 


EXCLUSIVELY FOR JEWELERS 








WATCH 
REFIN 


DETROIT, 





DIALS 
ISHED 


MICHIGAN DIAL REFINISHING CO. 
612 METROPOLITAN BLDG. 
MICH. 











S S.WABASH AVE. 





USED MOVEMENTS 
Geod Condition 
Geed Dials 
0-Size Elgin, Waltham 
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| fice WATCH CO. 


CHICAGO ILL. 





USED WATCH 
MATERIALS 


1/2 


THE PRICE OF 
NEW MATERIALS 


Wheels, pinions, 
pallet forks, etc. 
for all watches. 
Send sample of 
what you want! AN 
Guaranteed! Remit 


only if satisfactory. 


BOTVLVD YOI GNIS 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 



























yt 


GOLD and SILVER 


Scrap and Wastes 


IPUIRCIBIASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 





GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 














“VERNON-BENSHOFE CO. 


933 Ridge Ave. Pittsburgh, Pa. 


















JEWELRY REPAIRING 
DIAMOND SETTING @ ENGRAVING 


Prompt Service and Careful 
Attention Given to All Work. 


DOERNBERGER and MUCK 
406 Pittsburgh Life Bldg., Pittsburgh, Pa. 
TELEPHONE: AT. 7848 








THE Casinet Fixture Co. 
Designers and Manufacturers 
JEWELRY STORE FIXTURES 

WALL CASES - FLOOR CASES, ETC. 
Office, Factory and Display Rooms 
2027-29-31 CHATEAU STREET 
N. S., PITTSBURGH, PA. 


F. A. NOLL, Pres. Cedar 3859 











75th 
a —— 1940 
ELGIN 
THE AMERICA FIRST SERIES 
24.75-27.50 15 JEWEL 29.75-33.75 


FOR MEN AND LADIES 


q Sam Posin, Wheeling, W. Va., retailer, 
is in Florida. 

q Max Unger is back at his store in the 
Oliver Bldg. after an illness. 

q William Kappel, president of the W. 
J. Kappel Co., is at Miami Beach. 

q David Eger of New Kensington, and 
Mrs. Eger, are at Miami Beach. 

q Herman Eger, Alliquippa retailer, has 
joined the colony at Miami Beach. 

q Gus Bastheim of the Henry Wilkens 
Co., and Mrs. Bastheim, are in Florida. 
q Robert Margolis, Homestead jeweler, 
is at Miami Beach on an extended vaca- 
tion. 

q Chester Hall, Hall Bros. Co., Clark 
Bldg., is in Florida on an extended vaca- 
tion. 

q M. M. Kramer, East Liberty jeweler, 








has returned from a vacation at Miami 
Beach. 

q William Bickart, of I. Ollendorf Co., 
Clark Bldg., went to New York on busi- 
ness recently, and thence to Florida for 
a brief vacation. 

q M. Fredland, East Liverpool, Ohio., re- 
tailer, is in Florida on a vacation. He 
was in Pittsburgh on business before 
leaving. 

Abe Zinamon, New Kensington re- 
tailer, has the sympathy of the trade in 
the recent death of his wife. Three 
children survive. 

q Samuel A. Meyer, jewelry chain store 
operator of Washington, Pa., and his 
brother, Ed Meyer, also a jeweler of 
Butler, Pa., were in New York City 
recently on business. 

q Emil Freyer, president of the Samuel 
Weinhaus Co., and Herman Auerbach 
and John Joseph of M. A. Meade & Co., 
were among those attending the annual 
banquet of the Chicago Jewelers Club in 
January. : 

q Pittsburgh was well represented at the 
annual banquet of the Jewelers 24 Karat 
Club in New York in January. Those 
in attendance included Emanuel Grafner, 
Paul S. Hardy, Harry Silverman, David 
Weis and Louis Silberman. 

q Morris Brown, Braddock, Pa., retailer, 
who was forced to move because the 
building housing his store has been sold, 
has purchased a new building. It is 
now being remodeled, the improvements 
including a new front and additional 
fixtures. 

q The Duncan-Miller Glass Co., Wash- 
ington, Pa., recently held a banquet to 
celebrate the 75th anniversary of the 


| founding of the company. Charles 
| Reizenstein, Pittsburgh gift and art 
| dealer, was the principal speaker. 











ORDER NOW—FOR FEBRUARY AND MARCH SALE 





THE SAMUEL WEINHAUS COMPANY 


PITTSBURGH 


PENNSYLVANIA 
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James E. Duncan, III, vice-president 
and treasurer of the company, presided. 
q Henry Grabowsky, 20, window washer, ‘ 
fell five floors and landed on top of an 
automobile owned by Walter M. Bonn, 
treasurer of the M. Bonn Co., wholesale 
jewelers, Penn Ave., on Jan. 11. Grabow- 
sky was engaged at the time in washing 
windows in the rear of the Bonn build- 
ing when he suddenly slipped and 
plunged toward the ground. Rushed to 
a hospital, he was quickly X-rayed and 
found to be suffering only from minor 
cuts and bruises. A large dent was made 
in the top of Mr. Bonn’s car. 

q Leonard D. Helfer has been elected 
to serve a second term as president of 
the Retail Jewelers’ Association of West- 
ern Pennsylvania. Other officers include 
John C. Grau, Lynford A. Keating, of 
Pittsburgh, and H. J. Crown, of New 
Kensington, vice-presidents; Herbert 
Terheyden, Pittsburgh, secretary, and M. 
M. Kramer, East Liberty, treasurer. 
Members of the board of directors in- 
clude John M. Roberts, III, chairman; 
D. S. Mallinger, Paul S. Hardy, Cari 
Cuda, William J. Kappel, Norman De 
Roy and Gus Bastheim, all of Pitts- 
burgh; John S. Lutz, Uniontown; Harry 
Sutton, Carnegie; R. O. Crawford, But- 
ler; Harry C. Wright, Greensburg; 
Irving Muir, Wilkensburg; M. S. Mor- 
row, McKeesport; B. Kirschbaum, Du- 
quesne; J. Gerson, New Castle; Herman 
Eger, Aliquippa; S. Goodman, McKees- 
port; D. D. De Nardo and Harry M. 
Lasday, Braddock; Oliver Kunzman, 
Rochester, and Peter Strasser, Clairton. 
President Helfer has called a meeting 
of the Federated Retailers to continue 
the war on industrial jewelry catalogs. 





Pa. Horos Meet March 10 


Harrispurc, Pa.—The third annual 
convention of the Horological Associa- 
tion of Pennsylvania, Inc., will be held 
at the Penn-Harris Hotel, this city, on 
March 10. 

Technical lectures, exhibits, discus- 
sions of state legislation and other sub- 
jects are promised by Secretary J. 
Phillip Sommer, of Pittsburgh. In the 
afternoon wives will be taken on a tour 
of points of interest, and a banquet will 
be held at 6:30 p.m. 





Goldman's, K. C., to Move 


Kansas Crry, Mo.—Goldman Jewelry 
Co., operated by Fred and George Gold- 
man, for 13 years at 1107 Walnut St., 
plan to move early in March to 1103-05 
Walnut St., the adjoining storerooms. 
These new quarters, now being prepared, 
are the former store of Oppenstein 
Jewelry Co., which Goldman’s bought a 
year ago. 

In the new store, Goldman’s will have 
50 feet frontage, twice the present front; 
and about twice the selling space. 


GEMOLOGISTS AT CARROLL U. 


CieveLann, O.—A visit to the labora- 
tory of John Carroll University is ten- 
tatively scheduled as the feature of the 
February meeting of the Northern Ohio 
Guild, A.G.S. 
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Year-Round Advertising Theme of Bulova Sales Meeting 





Bulova staff gathers for testimonial dinner to John H. Ballard. At the head table (left to 

right): Mort. G. Evans, Harry D. Henshel, secretary of the Bulova Watch Co.; Milton Biow, 

Arde Bulova, chairman of the board, Bulova Watch Co.; John H. Ballard, president, Bulova 

Watch Co.; Sam Epstein, sales manager; Raymond F. Warren, advertising manager; Robert 
Day, Canadian manager. Insert: John H. Ballard, President. 


Keynote of the annual convention of 

sales. representatives of the Bulova 
Watch Co., held in New York, January 
8-15, was the importance to manufac- 
turer and retailer, alike, of consistent 
year-round advertising. 
" That the executives of the company 
sincerely believe in the soundness of 
this principle is conclusively shown by 
the announcement by President John 
Ballard that for 1940 the company’s ap- 
propriation would be increased by 25 
per cent over that of 1939, thus making 
the 1940 program the largest in the 
history of the Bulova Watch Co. The 
appropriation will amount to more than 
$2,000,000 for 1940, Mr. Ballard stated, 
with newspapers and magazines playing 
an important part in addition to the 
familiar Bulova time signals which are 
now being carried on from 175 radio 
stations throughout the country. 

Retailers are to be helped to tie in 
their efforts with this national program 
through plans outlined to the Bulova 
selling staff. 

An especially noteworthy feature of 
the convention was the fact that one 
session was carried on by television— 
the first time it is believed that this new 
method of dramatization has been em- 
ployed in a sales conference. 

On Tuesday afternoon, Jan. 9, the 
NBC studios, in collaboration with the 


| 


staff of Milton J. Biow, Inc., the adver- 
tising agency which handles the Bulova 
account, staged in the NBC studios a 
television broadcast of the Bulova ad- 
vertising and sales program for 1940, 
following it through to the ultimate con- 
sumer. Following a_ visualization of 
Bulova’s advertising activities presented 
by Mr. Biow through the medium of 
graphic charts, scenes were presented to 
show the reaction to this campaign in 
typical American households, and ways 
in which the alert jeweler could cash in 
on the activity. All of this was thrown 
upon the television screen before the 
assembled Bulova sales force. The 
novelty and originality of the presenta- 
tion made it particularly effective. 


Regular sales meetings were con- 
ducted by Samuel P. Epstein, sales man- 
ager, with talks by Messrs. Bulova, 


Biow, R. F. Warren, advertising man- 
ager, and H. H. Hyman, publicity man- 
ager, in addition to Mr. Ballard. The 
convention closed with the annual ban- 
quet in honor of President Ballard, which 
was held Tuesday evening, Jan. 16, at 
the Starlight Roof of the Waldorf-As- 
toria Hotel. The dinner was arranged 
for by a committee from the Bulova 
sales force, consisting of Barney J. 
Berkes, Norman Teguns and Mortimer 
C. Evans. 














SCHICK DRY SHAVER HOLDS SALES MEETING 


After digesting quotas, appropriations, budgets, et cetera, Eastern salesmen of Schick Dry Shaver, Inc,, 
gathered at the festive board at one point during the two-day sales and advertising meeting, in New 


York, Jan. 12-13. 


result of two aggressive sales campaigns conducted since Aug. |, 
President, the 1939 sales more than doubled those of the previous year. 


Ralph J. Cordiner, who is at the right table with hands folded, reported that as a 


when he joined the company as 
Kenneth C. Gifford, general 


sales manager, and Roy W. Johnson, director of advertising and sales promotion, discussed the com- 


pany's new merchandising and advertising campaign. 


Mr. Cordiner told that following a dull period in the first eight months the sales for the remainder 
of the year accounted for the complete liquidation of an inventory of dry shavers equivalent toa 19 
months' production and a sale of more than 100,000 additional shavers. 
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Oneida, Ltd., Gets Injunction 
Against Murray's Distributors 


Oneonta, N. Y.—Another blow was 
struck against price-cutters when a 
preliminary injunction in favor of 
Oneida Ltd. was directed against Mur- 
ray’s Distributors Co., Inc., and Murray 
Mellman, doing business under the name 
of Murray’s Distributors Co., by Judge 
Andrew J. McNaught, of the Supreme 
Court. The defendant company is lo- 
cated at 126 E. 16th St., New York City. 

By terms of the injunction Mellman, 
his agents and employees, are restrained 
from offering for sale or selling “Com- 
munity Plate” and “Tudor Plate” at 
prices below the minimum retail prices 
fixed by Oneida Ltd. in its Fair Trade 
Contracts, or in the price lists furnished 
to Oneida distributors. 

The defendants entered into a stipula- 
tion, agreeing that if its stock is to be 
closed out it will offer Oneida Ltd. a 
resale of all of the trademarked stock 
then on hand, at cost price to the de- 
fendant. 


No Novices in This Store! 


Satem, Mass.—A remarkable record 
for any business was discovered when 
Mrs. Seth F. Low, president, entertained 
23 employees of the Daniel Low Co., 
retail jewelry establishment of this city, 
at her home in Danvers, Mass. Each of 
these 23 have been with the store for a 
quarter of a century or more and their 
years of service aggregate 774. Most 
have been employed there for more than 
30 years. 

The long service of so many reflects 
the devotion of the late S. Fred Low to 
his employees and to his business. 


$1000.00 


IS A LOT OF 
MONEY! 











Many policyholders of this 
Company have saved over 
$1,000.00 on the cost of 


their Fire Insurance. 


You, too, should be taking 
advantage of the saving we 
offer. ... Remember, you do 
not sacrifice on the quality 
of protection when you in- 
sure with this, YOUR OWN 
COMPANY. 


Write today for full particulars. 


|e ee a 


EWELERSG 
M UF Sa 


FIRE INSURANCE COMPANY 
JEWELERS INSURANCE BUILDING 
NEENAH, WISCONSIN 




















Diamond Rings - - =Specializing in 
Diamond Rings 
you can sell, 


= « « «= « eLargest assort- 
ment and lat- 
est styles. 


Kenwood Watches -You can sell 
with satisfac- 


tion and right 
price. 


KLEIN BROS. CO. 


WHOLESALE JEWELERS 
617 Vine St. Cincinnati, Ohio 


Jewelry 








FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 
ELGIN—* HAMILTON 
*x ZONES 7-8-13-17 


WALTHAM PREMIER WATCHES 


1847 ROGERS BROS.— 
WM. ROGERS SON— 
COMMUNITY SILVER PLATE 


Also ali well known jewelry lines 


GERWE-FROHMAN CO. 
CINCINNATI OHIO 











AT YOUR SERVICE 
ELGINS — *HAMILTONS 


*Zones 6-7-8 
VIRGIN DIAMONDS 
CELLINICRAFT JEWELRY 


Lines of quality and style that give you pro- 
tected profits. 


You can recommend them to your customers 
with confidence. 


GREENWOLD-GRIFT CO. 


The house of quality and service. 
18 West Seventh St. Cincinnati, Ohio 








DIAMOND-CUTTING 


expert work... fast service 


2 carat 
simon: Tar: bd 
7s carat 
34 carat 
Sg carat 
'2 Carat 
carat 
'4 carat ¢ 


LITWIN & 


114 West 6th Street, 


$ 9.00 per carat 
. 10.00 per carat 
11.00 per carat 
. 12.00 per carat 
14.00 per carat 
16.00 per carat 
. 18.00 per carat 
26.00 per carat 


SONS 


Cincinnati, Ohio 











SPECIAL BOXED JEWELRY 
MISS VANITY for WOMEN 
LORD JASON for GENTLEMEN 
Write for Selection 
THE D. JACOBS SONS CO. 


811 Race Street, Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 years. 














Diamond Mountings 
and Wedding Rings 


Special order designs on request. 


The Schumer Bros. Co. 


5 East Third Street, 
Cincinnati, Ohio 


Workers in precious metals. 

















_ CINCINNATI. 


q Maurice H. Koodish, attorney, has 
been appointed trustee for the Superior 
Jewelry Co., 618 Vine St. 

q Albert Sauer, head of A. Sauer & 
Co., this month will take a sea voyage 
to Puerto Rico as his winter vacation. 

q A heart attack caused the death of 
Mrs. Augusta Wellington Morris, 60, 
wife of Jacob Morris, jeweler at 604 
Vine St. 

q Jacob Litwin, who recently retired as 
president of the Cincinnati Wholesale 
Jewelers & Manufacturers association, 
is vacationing in Florida. 

q A large wedding celebration was held 
at the Losantiville Country Club Jan. 
21, when Alfred G. Schwab and Miss 
Clarie Levy were married. The bride- 
groom is a son of Julian G. Schwab, 
president of A. G. Schwab & Sons. The 
honeymoon was a trip to Guatemala. 

q After a tenancy of 50 years Schemel’s 
Jewelry Store at 1953 Central Avenue 
will be moved about half a square away 
to 2014 Mohawk Place. Anthony H. 
Hug, proprietor of the establishment, 
acquired the property at the Mohawk 
address and is having it remodeled and 
modernized, 

q William Scott, 31, was picked up by 
police as a second suspect in the robbery 
of Fay Farrar, jewelry salesman, who 
signed a warrant for his arrest. Farrar 
was held up Sept. 23 and robbed of 
jewelry and money by three Negroes. 
Jerry Williams, another Negro was sen- 
tenced to the penitentiary for the of- 
fense and the third robber is still being 
sought. 

q Pleading guilty to forging checks for 
small sums on jewelers, James Worth- 
ington, 43, was sentenced to one to 20 
years in the state penitentiary. Frank 
Fahner, 22, Columbus, jointly indicted 
with Worthington, pleaded guilty to 
three charges and was sentenced to the 
reformatory. Both men were appre- 
hended through police activities of 
Charles E. Richter, jeweler, in whose 
store they tried to pass one of the 
checks. Richter followed them along 
6th St. and Worthington was arrested 
in the Maury Jewelry Co., 8 E. 6th, 
while Fahner was trapped in the Haas 
place at 5 E. 6th. 

q With the arrest of a suspect known 
as Bernard Ryan alias Anthony Ryan, 
40, who is serving a year’s term in the 
House of Correction at Chicago, III, 
Cincinnati police. believe they have 
reached a partial solution of the $125,- 
000 diamond robbery of Sereno P. Davis 
here Oct. 13. Ryan’s rogues gallery pic- 
ture was identified by Davis, salesman 
of Jacobs Bros., New York, as one of 
the three who kidnaped and thrust him 
into an automobile, then robbed him of 
his diamond portfolio. County Prosecu- 
tor Carl W. Rich notified Chicago police 
that he would seek a warrant to assure 
the suspect’s detention so he might be 
extradited and face prosecution here. 
The Grand Jury returned sealed indict- 
ments on November 24 and with Ryan’s 
arrest it is likely that authorities know 
who the other two robbers are. 





The American Gem & Pearl Co., New 
York, has been awarded a $950 contract 
for 200 lbs. of quartz crystals at $4.75 
a pound, from a fund for the purchase 
of strategic war materials of which this 
country has an inadequate supply. 
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Cincinnati Wholesalers and 
Manufacturers May Revive Fete 


Crncinnati—One of the liveliest meet- 
ings in the history of the Cincinnati 
Wholesale Jewelers & Manufacturers 
Association, held at the Hotel Metro- 
pole, Jan. 9, centered around the ques- 
tion of whether to revive the organiza- 
tion’s annual dinner dance. 

The association’s officers for 1940 are: 
Charles Grift, Greenwold-Grift Co., pres- 
ident; Arno A. Dorst, president of the 
Dorst Co., vice-president; Arthur Hirsh- 
field, D. Jacobs Sons Co., secretary, and 
Earl Bose, Oskamp-Nolting Co., trea- 
surer. 

The board of trustees consists of 
Jacob Litwin, who retired as president, 
Charles Dispeker, Joseph Wilson, Louis 
Lange and A. C. Wallenstein. 


$4.41 Coupon Selling of Pens 
And "Facsimile" Diamonds 
Is Attacked by Trade Commission 


Statements like “These facsimile dia- 
monds have practically the same blue- 
white color, the same perfect cutting, 
the same dazzling brilliance as genuine 
diamonds costing 100 times as much, are 
not merely imitation but represent the 
utmost skill of modern science,” were 
forbidden by the Federal Trade Commis- 
sion in an order issued last month 
against Louis C. Meyers, trading as Na- 
tional Pen Co. and Phoenix Sales Co., 
Birmingham, Ala. 

The respondent’s advertising also in- 
cluded, “This certificate and 59c. entitle 
the bearer to one of our genuine inde- 
structible $5.00 vacuum filler sackless 
fountain pens, a lifetime guarantee with 
each pen,” and “manufacturer’s intro- 
ductory offer. This coupon worth $4.41 
toward this ring purchase.” 

The order directs that the respondent 
cease representing as the customary or 
regular prices or values for any of his 
products, prices and values fictitious and 
greatly in excess of the customary prices 
and that he desist from advertising that 
articles customarily sold through use of 
purported certificates or coupons have 
any value in excess of the actual money 
price required to be paid. 

Other representations to be  discon- 
tinued include that the respondent’s rings 
or necklaces are set with: diamonds or 
facsimile diamonds or possess color or 
brilliance in any way comparable to 
diamonds, 











SCHIRA BROS. 


PLATINUM 
DIAMOND MOUNTINGS 
PLATINUM 
SPECIAL ORDER WORK 


15 WEST 6TH ST. 
CINCINNATI, OHIO 











WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 
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Quaker R.J.A. 
Gets Injunction 
Against Cut-Price 


PumaperpH1A—A_ temporary injunc- 
tion restraining Waldron & Co., Philadel- 

hia catalog house, from selling Bulova 
watches at less than listed prices last 
month had been obtained by the new 
Philadelphia Retail Jewelers’ Associa- 
tion, organized to combat catalog and 
sub-jobber competition. 

In the first such action in the jewelry 
industry in Pennsylvania, the associa- 
tion obtained the injunction from Judge 
L. Stauffer Oliver, of Common Pleas 
Court No. 7, after a hearing in chambers. 

The move was regarded as an impor- 
tant victory for the association and one 
having marked beneficial effect for all 
retailers in this area. Further, it was ex- 
pected that a successful request next 
month for a permanent injunction against 
the Waldron firm would point the way 
for similar action against other unfair 
competition not only in the Philadelphia 
area but throughout the country. 

Evidence gathered by “shoppers” who 
had succeeded in buying three Bulova 
watches from Waldron & Co. at less 
than established prices was presented to 
Judge Oliver at the hearing. The firm’s 
catalog, alleging a 50 per cent reduction 
in prices for nationally advertised goods, 
also was introduced by S. Steinberg, 
counsel for the jewelers. 

With Abe Racoosin, Philadelphia, rep- 
resenting Bulova Watch Co., and testify- 
ing as to the correct Bulova prices, 
Steinberg stressed how the Waldron Co.’s 
activities violated Pennsylvania statutes. 

State Senator Harry Shapiro, attorney 
for Waldron, declared the firm was 
doing a legitimate wholesale business, 
but was refuted by testimony of the 
association “shoppers.” Shapiro then at- 
tempted to maintain that the watches 
purchased were discontinued models and 
therefore could be sold at reduced prices. 

The jewelers, however, countered with 
evidence that the watches in evidence 
had been released by Bulova long after 
the Waldron catalog was printed. Mr. 
Huberman and Meyer Barr, of the Barr 


stores, testified as to the need for an 
immediate restraining order from the 
court. 


Magnon Heads Tampa Firm 


Tampa, Fra.—The firm name of the 
Adams Jewelry Co. has been changed 
to Adams-Magnon Jewelry Co. Alvin 
Magnon, Southeastern vice-president of 
ANRJA, is president of the concern, 
succeeding Mr. Adams. Mrs. Magnon 
succeeds Mrs. Adams as vice-president, 
and Mr. Magnon’s brother, W. H. Mag- 
non, becomes secretary. Last June Mr. 
Magnon purchased the outstanding 
shares, 


Crook Poses as Physician 


Hartrorp, Conn.—Warning was given 
last month by Henry Kohn & Sons, of 
this city, about a character who repre- 
sents himself to be a doctor and uses 
medical terms. Ostensibly the man is 
looking for an engagement ring of fine 
quality. When he called at the local 
Jewelry store he used the name of a 
local physician who almost fitted his own 
description and who appeared to be out 
of town at the time. 
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BREAKING THE GROUND FOR NEW KREISLER PLANT 


While Mr. and Mrs. Jacques Kreisler, Mr. and Mrs. Tobias Stern, members of the staff of the Jacques 
Kreisler Mfg. Corp., and city officials of North Bergen, N. J., watch, the first shovelful of earth is 


turned at the site of the new Kreisler plant in North Bergen. 


Because facilities to meet the expanding 


needs of the company are not readily available in New York, Mr. Kreisler and Mr. Stern decided on 
removal to the site in New Jersey. Work on the factory will be rushed and the firm will shift quarters 


about the middie of the year. 


"There's no reason why men's jewelry accessories should comprise 2!/2 per cent of the haberdasher's total 


volume and only a small fraction of | 
organization January || in New York. 


per cent of the jeweler's volume," 
He said that a questionnaire indicated an overwhelming majority 


Mr. Stern told his sales 


of jewelers favoring the Kreisler policy of selling jewelry to jewelry stores only, and that the policy would 


be definitely continued. 


A 1940 automobile, first prize in a contest conducted among the Kreisler salesmen, was won by 


Harry Epstein. 
radio or traveling bag,went to Jules Hochman. 


Dr. Wigglesworth to Conduct 
Discussions at G.|.A. Conclaves 


Conclaves of the American Gem So- 
ciety to be held next month in Chicago 
and Newark, give promise of being 
larger, more instructive and_ beneficial 
than the last three conclaves. An in- 
novation will be the division of con- 
claves into sessions, one for more ad- 
vanced students, and the other for be- 
ginners. In this way the members will 
be assured of more specialized knowl- 
edge than would be otherwise possible. 

The Central Division, of A.G.S., will 
convene in the Stevens Hotel, Chicago, 
March 3-5. The Robert Treat Hotel, 
Newark, will be the scene of the ses- 
sions of the Eastern Division, March 
10-12. 

Dr. Edward Wigglesworth, C.G., of 
the Boston Society of Natural History, 
will play a major role, this year, in 
both conclaves. He will speak or con- 
duct. the discussion at each session, in 
each conclave. Both Robert Shipley, 
president of the Gemological Institute 
of America, and Robert Shipley, Jr., 
will as usual be at both gatherings to 
keep things moving and to share their 
wide knowledge and experience with 
gemology. 

In addition the gemologists at Chicago 
will hear such men as H. T. Dickinson, 
technical director of DeBeers, Ltd., 
speaking on diamond production; Ches- 
ter B. Slawson, Ph.D., in a continuation 
of his talk of last year on optic charac- 
teristics of stones, and H. Paul Juergens, 
C.G., speaking on pearls. 

In addition to Dr. Wigglesworth, Mr. 
Dickinson and the Messrs. Shipley, who 
go to Newark from Chicago, the Eastern 
gemologists will be able to learn from 
men like Sydney Ball, authority on the 
diamond industry; Dr. Samuel G. Gor- 
don, curator of minerals at the Academy 
of Natural Sciences, Philadelphia; Dr. 
William Foshag, curator of minerals at 
the Smithsonian Institution, Washing- 
ton; Harry H. Hess and Alfred J. Snel- 
grove of the Department of Mineralogy 
at Princeton University; and John Ken- 
nard, C.G. 

Following the suggestion of Robert 
Shipley, Jr., that the conclaves should 
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Second prize, a set of four tires, was won by Lew Kanow, and third prize, an outo 


be self-sustaining, there will be lectures 
by certified gemologists, who will pre- 
sent the technical as well as the practical 
side of gemology. 

The programs call for some activity 
from the time the conclaves open at 10 
a.m., Saturday, until they close on Tues- 
day night. 

In addition to the usual laboratory 
period of identification of unknown 
stones, there will be the study of known 
stones, at the Chicago conclave. 
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(Karat Gold on Sterling) 
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Sold direct to retailers 


W. E. RICHARDS CO. 


ATTLEBORO, MASS 


MASSACHUSETTS 
SCHOOL OF OPTOMETRY 


Four-Year Day Course 








For further information address: 
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Where to Buy 
IMPORTED 
China and Glass 














Famous the World Over 
Available from New York Stocks 





ROSENTHAL CHINA CORP., 149 Sth Ave., New York 


CHINA 





JUSTIN THARAUD, Inc. 


129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Co. 





CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


in stock for immediate delivery. 
variety of patterns and designs. 


Wire your urgent orders. 


PAUL A. STRAUB & CO., Inc. 


Importers, 105-107 Fifth Ave., New York 


Great 








EDWARD BOOTE 
35 & 37 West 23rd St., New York, N. Y. 


Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 

HOTELWARE 
GIBSON & SONS TEAPOTS 














SHORT LINES—SERVICE PLATES 
Dinnerware from the 


Heinrich & Co. and 


Winterling Factories 


FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St. 


New York, N. Y. 





W. E. LINDEMANN 


GLASS 


CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES 
GIRANDOLES LAMPS 
FROM STOCK 


225 FIFTH AVENUE, N. Y. 








THEODORE HAVILAND 


CHINA DINNERWARE 


Made in Made in 
America ALSO France 


GENUINE FRENCH QUIMPER POTTERY 
Prompt shipments from local stocks 


THEODORE HAVILAND & CO., Ine. 
26 W. 23rd St. New York 








Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
‘Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 














ROYAL DOULTON 


English Bone China and Earthenware 


THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 
The original production 
WM. S. PITCAIRN CORPORATION 
212 Fifth Ave. 


New York, N. Y. | 








In the Field of Advertising 
and Trade Promotion 











The American Strap Co., Inc., 50 W. 
17th St., New York, has just placed upon 
the market a new expansible attachment 
for wrist watches under the trade name, 
“Expanso.” It is so called because the 
buckle expands and contracts through the 
action of a _ spring cleverly concealed 
where the strap loops to fasten to the 
buckle. The makers are promoting this 
new product with the slogan, “the watch 
strap with the buckle that breathes.” Ex- 
panso attachments are priced at $2, re- 


tail, supplied on an easel type counter 
display card holding six straps. 
* * * 
Cadie Chemical Products, Inc., 42 E. 


23rd St., New York, in a broadside to 
jewelers, suggests printing an advertising 
message on the surface of Cadie silver 
polishing cloths, for gifts to customers be- 
fore spring cleaning time. The cost for 
cloths 10 x 17 in. is 6% cents per cloth in 
quantities of 250, 5% cents in quantities 
of 500, and 5 cents in quantities of 1000. 
The cloth will repeat its advertising mes- 
sage every time it is used. 
* * a 


Elanbee, Inc., New York, will break a 
campaign for Leading Lady dollar hand- 
bags in March issues of Glamour, Life, 
Ladies’ Home Journal, Women’s Home 
Companion, McCall’s and Photoplay. Wes- 
ley Associates state that Elanbee’s 1940 
plan is the first of its kind in the history 
of ladies’ handbags retailing at $1. Win- 
dow and counter displays, fashion cues, 
mats, consumer leaflets and promotional 
events have been prepared. 

* * a 


Gruen Watch Co.’s current advertise- 
ments are featuring the “Gruen Ad Girl 
Dress,” which is one of a group of six 
dresses being launched and promoted na- 
tionally. Almost 400 leading department 
stores will feature the dresses in their 
windows, together with blowups of the 
Gruen advertising and other national ad- 
vertising which features the dresses. The 
“Gruen Girl Dress’’ is the only one of the 
dresses designed for and featured by a 
member of the jewelry industry. The 
magazine Mademoiselle will devote a 
double page spread to the dresses and the 
national advertisers who have given the 
dresses their names. 

* * * 


Contending that America’s jewelers have 
been overlooking 10,000,000 opportunities 
for birthday gift sales each month, Ham- 
ilton Watch Co. is starting the ball rolling 
to take advantage of the situation by 
lining up an advertising campaign to sell 
more birthday-givers during 1940. Hamil- 
ton birthday advertisements will appear 
once a month in The Saturday Evening 
Post and Life magazines, and according 
to the multiple readership reported by 
these publications, each of the ads will 
be read by approximately 25 million per- 
sons. A central theme has been devel- 
oped on the idea that every day is some- 
one’s birthday, and the 12 signs of the 
zodiac are used to cover the various run- 
ning periods for the ads. For human- 
interest, characteristics of persons born 
under the various signs are tied in with 
Hamilton copy to justify giving Hamil- 
tons for birthdays. 

a + * 


A display that features not only 1847 
Rogers Bros. silverware but also rings, 
jewelry, and watches is being offered cur- 
rently to the trade by International Silver 
Co. On an ebony-finish solid wood plat- 
form, footed to raise it off the counter, is 
placed a wood-grain display stand on 
which jewel boxes may be arranged. On 
this also stands a solid wood hand, beau- 
tifully carved, for displaying rings, wrist 
watches and bracelets—posed against a 
lustrous velvet drape. The 1847 Rogers 
Bros. trademark appears on a lighted disk 
with circular wood frame attached to the 
walnut-finish back panel. Plenty of space 
is left on the main display platform for 
a chest of the flatware, and jewelry and 
wrist watches are arranged in the fore- 
ground. The display is illustrated in full 
color in the company’s national advertis- 
ing. Besides being shown in the window, 
it lends itself to counter display use, for 
an aisle table or shelf. Illuminated, it 
may be placed on a table inside the door 
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at night. This display is offered free with 
either of two assortments of 1847 Rogers 


Bros. flatware. 
+ * 


Warren Telechron Co., Ashland, Mass 
will announce in The Saturday Evening 
Post for Feb. 24 a dollar trade-in allow. 
ance for an old clock toward purchase of 
the brown Sparkler alarm clock, $5.95 
list, $4.95 with trade-in allowance. Dealer 
aids tieing in with the allowance plan 
include a lithographed mailing circular 
“Wanted your old clock, Reward $1.00,” 
and a counter card. The company wil] 
send a “silent salesman” display stand to 
dealers who before March 30 order eight 
Telechron alarm or kitchen clocks, or q 
mixed assortment. 











a F2 
HELLER FEATURES DEBUTANTE 


Highlight of this year's Heller Cultured Pearl 
national advertising will be a continuation of 
the "Society Debutante'' theme which proved so 
successful in their 1939 campaign, according to 
L. Heller & Son, Inc. Miss Patricia Plunkett, re- 
cently publicized by Life as the No. | debutante 
"Glamor Girl'' of 1940, will be featured in the 
new Heller campaign. Photographs of Miss 
Plunkett, as well as other leading debutantes, will 
be prominently shown in Heller advertising ap- 
pearing in Vogue, Mademoiselle, and Picture 
Play, and will also be a dominant feature of all 
Heller merchandising and display material to be 
supplied to the trade. Paralleling this announce- 
ment of the ''Debutante'' advertising keynote, 
Heller will offer several new Heller Cultured 
Pearl promotions in conjunction with new, spe- 
cially designed pearl display units. In line with 
the newly-established Heller sales policy, it is 
said, the complete Heller line will be available 
from leading selected wholesalers throughout the 
United States. 











Where to Buy 
DOMESTIC 
China and Glass 

















HAWKES CRYSTAL 
GLASSWARE 


for discriminating 
people—WRITE 


T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 5th Ave. 


to 


LENOX 
LENOX, INC. 


OLD WATERFORD 








LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 


Made in America 


Trenton, N. J. 
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TELL US ABOUT YOURSELF. 
Items for this page about the doings 
of jewelry men are always welcome. 
The news need not have anything to 
do with your business activities, 
though the name of your firm 
should be mentioned. If you’ve 
won a golf tournament, caught a 
big fish, taken a vacation trip, been 
married, drop us a line about it, 
and, if possible, include an infor- 
mal snapshot. 


A A 


M. S. Wolfe left Baltimore late last 
month with the spring line of the A. 
G. Schultz Co., journeying south to Dal- 
las and Houston, Tex. Harry Wallace of 
the same firm is meeting good success in 
the Northeast. 

Fred Cannon and Herbert W. Slaudt 
of Koke, Slaudt & Co., Los Angeles, 
are on an extended Eastern buying trip. 
They started right after New Year’s 
and expect to be back home in March. 
41. H. Kaufman and W. F. Sebel, rep- 
resenting Allison-Kaufman Co., Los 
Angeles, are now in their respective ter- 
ritories with “California Gold” and 
“Eternity” diamond rings. Mr. Kauf- 
man is covering the Pacific Northwest, 
while Mr. Sebel takes in the South, 
Middle West and Eastern cities. 

4 Cliff Shetler is now representing E. 
W. Reynolds Co., Los Angeles whole- 
saler, in Southern California, specializ- 
ing in diamonds and jewelry. Mr. Shet- 
ler was trained with C. A. Kigar in 
Kansas City and left them to become 
manager of one of the Sears, Roebuck 
jewelry departments. 

q Pierce Watch Co., Inc., New York, 
announces the addition of Will Scott 
Abrams, Otto Hinrichs, Dave Kotzin, 
and Murray Zarnes to their sales force. 
A new and extended line is now being 
shown throughout the territories. 

4 David Sickles, of the firm of Louis 
Sickles, Philadelphia watch wholesalers, 
left Jan. 25, on a three-weeks’ trip to 
Western Pennsylvania and Ohio. 

4 Two new men were added to the sales 
staff of the Helbros Watch Co., New 
York, last month. Howard Cohen, re- 
placing Al Knower in the Southern ter- 
ritory, took to the road early in January. 
Lou Kaye is now representing the firm 
in the middle west. 

q Nat R. Hirschhorn, representing 
Schein & Engel Co., New York, import- 
ers of Banner and Avalon watches, is 
now out on his territory, expecting to 
return to the metropolis about March 25. 
q The Ace Watch Co., New York, has 
appointed David Schneider as its south- 
€rn representative, which is a territory 
in which he is familiar to jewelers. Al 
Sturtz is now travelling the mid-western 
States for Ace. 

q Van M. Feltus, southwestern repre- 
sentative of Krementz & Co., Newark, 
who was called to Chicago to look after 
the holiday business there on account 
of the death of the late Chicago repre- 
Sentative, has been appointed Chicago 
representative and will again be in Chi- 
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cago where he spent many years in the 
trade and is well known. Headquarters 
are in the Columbus Vaults, 31 N. State 
St. 

q ‘I'wo new additions to the sales force 
of A. Hirsch & Co. were made recently 
—Arthur W. Richter and Orval Ostlund. 
Mr. Richter has been in the trade for 
years and at one time was watch buyer 
for Mermod, Jaccard-King, St. Louis. 
His headquarters will be in St. Louis 
and he will travel Missouri and Iowa. 
Mr. Ostlund has been associated with 
the wholesale trade of Minneapolis for 
years and is well known to the jewelry 
trade of the northwest territory where 
he will travel, with headquarters in Min- 
neapolis. 

q Carl Beck, member of Beck & Dolf, 
jewelers at 2851 Colerain’ Ave., Cincin- 
nati, gave one of his gastronomic feasts 
to seven Town Criers as a gesture to 
start 1940 on its way. In the party were 
Charles Payne, Reed Botts, Jack Wolf, 
Bob Hengehold, Edwin W. Jacocks, J. 
Charles Hummel and L. R. Olsonn. The 
party was held at the store in order 


. to give a proper departure to those who 


started on the road soon afterwards. 

q An impromptu affair, such as only 
can occur when P. J. Armeny hits Cin- 
cinnati was staged at the Gibson Hotel 
with Louis Page, Louis Hummel and 
J. Charles Hummel as the other partici- 
pants. 

q Percy Lucas of New York missed the 
annual banquet of the Town Criers but 
reached Cincinnati in time for the first 
luncheon session of the year at a Vine 
Street restaurant. The boys gave him 
a rousing reception. 

q Jack Stephany, one of the road men 
of D. Jacobs Sons Co., Cincinnati, and 
Miss Anna Dell Hamilton, of Mobile, 
Ala., were married at the bride’s home 
right after the turn of the year. After 





WORRAL TO LONGINES 


James M. D. Worrall, until recently eastern sales 
manager for Proctor Electric Co., has joined 
Longines-Wittnauer Watch Co. and will repre- 
sent them in Kentucky, Tennessee, Alabama, and 
Louisiana. Mr. Worrall made an enviable repu- 
tation with Proctor Electric with a sales increase 
in six years of 800 per cent. He began his busi- 
ness career with the Penn Mutual Insurance Co. 
and joined the Proctor Electric Co. in 1933. His 
services to the Longines-Wittnauer jeweler agen- 
cies in the mid-southern states should be valu- 
able because of his experience in general mer- 
chandising, advertising, and sales promotion. 
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a honeymoon Stephany picked up the 
trek over his usual territory on the first 
trip of the year. 

q Clarence S. Fisher, representing Louis 
Manheimer & Bros., Inc., 20 W. 47th 
St., New York, left Jan. 10 on a nine 
weeks’ trip through the South. 

q George O. Dary, 809 Forsyth Bldg., 
Atlanta, Ga., on Jan. 1 started to repre- 
sent Mueck-Cary Co., Inc., Jersey City, 
N. J., silversmiths, in the southern terri- 
tory. 

q Frank Knickle, one of the star sales- 
men for Benj. Allen & Co., Chicago, 
had about 25 of the Allen boys at his 
home in Norwood Park, near Chicago, 
on Saturday afternoon and evening, Jan. 
20. A most enjoyable time was had with 
cards, galloping dominoes, and what 
have you. Solid and liquid refreshments. 
q Gene Whitehead, well known in the 
middle west territory for nearly 20 
years, will now represent the wholesale 
house of Lossau & Kraemer in connec- 
tion with his representation of Aisen- 
stein-Woronock & Sons, New York. 
Other representatives of Lossau & 
Kraemer will continue to call on their 
regular customers. 

q “Bill Hill, popular representative for 
A. C. Becken Co., Chicago, took a flyer 
for a week in California the first of the 
year and arrived in time to attend the 
Rose Bowl] football game on New Year’s 
Day and to help open up the — 
season at Santa Anita. He also visite 
his brother who is associated with the 
Walt Disney organization. 

q Pete Gertner left last month for his 
old territory of Missouri, Oklahoma, 
Arkansas, Texas and Louisiana with 
new representation. He is carrying the 
jewelry and diamond line of Helfer- 
Patzwald Co. and the Buss-Linthicum- 
Thorson line of Elgin and Waltham 
watches. 

Jewelers throughout the country are 
scheduled to hear more about Cincinnati 
as a jewelry center following the elec- 
tion of L. R. “Ollie” Olsson as president 
of the Queen City Town Criers. In- 
stalled in office as Olsson’s cabinet were: 
Norbert Meehan, D. Jacobs Sons Co.; 
Charles Dispeker, head of M. Schwab 
Co., and Robert Stocker, Schumer Bros. 
Co., vice-presidents; J. Charles Hummel, 
Gerwe-Frohman Co., secretary, and 
Robert Hengehold, Schumer Bros. Co., 
treasurer. Olsson is local district rep- 
resentative of the Waltham Watch Co. 
New members are Irvin Harmon, Klein 
Bros. Co.; Charles Jauch, A. G. Schwab 
& Sons, and Arthur Hirshfield, D. 
Jacobs Sons Co. President Olsson an- 
nounced the personnel of standing com- 
mittees as follows: entertainment, Clar- 
ence Loeb, R. L. Fenstermacher, Herbert 
Schwab, Norbert Meehan, Cherry Fisher; 
grievance, Charles Payne, Maury Solo- 
mon, Edwin W. Jacocks, Julian Hesse, 
George E. Brown, Lars R. Olsson; 
membership, Ralph Simon, Ray C. Eibel, 
Ralph E. Goebel, E. Paul Knight, Carl 
Roos; publicity, Julian G. Schwab, A. 
F. Gebhardt, H. W. Schwettman, Boris 
Litwin. 
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Devoted to the horologist who serves civilization 
by providing accurate measurement of time. 


Making and Using Screw-Taps 


by JOHN J. BOWMAN 


Chairman, Educational Committee, Horological Institute of America 


ly the article in the Horological Department in our 
January issue, it was pointed out that while flat- 
faced taps will do good work, there is an advantage in 
hollow-ground cutting faces. This is because their cut- 
ting edges are presented to the work at less obtuse angles 
than those of flat-faced taps. The difference, right at the 
cutting points, can be seen in the end-views in Fig. 1, 
in which the flat-faced form is shown at A, and the 
hollow-ground form at B. Another advantage in hollow- 
ground taps is that more room is allowed for the chips 
produced by cutting, so that these do not as readily clog 
the action of the tap in the hole. 

The procedure in making hollow-ground taps is to 
make flat-faced taps as explained in the January article; 
then grind the flat faces hollow as a final operation. This 
may be done in several ways. 

The most simple way, as far as equipment goes. 
although it requires the most audacious skill, is to hold 
the tap in a pinvise and move the faces to and fro against 
a grinding wheel held in an arbor chuck in the lathe. A 
notch filed at an end of the T-rest supplies a crude 
guide, the shank of the tap being laid in the notch as 
the tap is moved back and forth for the grinding. Some 
workmen get satisfactory results this way; but in mak- 
ing a large number of taps at a time, it will economize 
effort to use some more mechanical means to guide work. 

If one has a rotary pivot polisher, a grinding wheel of 
very small diameter may be used, mounted on a taper 
to fit the female taper of the polisher spindle. The wheel 


=. 











may be of any artificial abrasive—India stone, carborun- 
dum, or the like; but in whatever make, it should be of 
the hard-bonded type in which the grains are bedded in a 
substance that does not crumble and let the wheel wear 
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rapidly. The tap is held in a lathe chuck, and each face 
held for grinding by setting the index-pin in turn at 
three equi-distant points on the circle of holes on the 
back of the lathe pulley. Set the angle of the polisher 
spindle to concave the flat surfaces so that they grad- 
ually diminish in width toward the shank of the tap, as 
shown in Fig. 1. For large taps, the spindle-stops should 
be used so as to deepen the grinding by two or three 
successive settings. For the smaller taps, all the grind- 
ing may be done in one sétting. 

Watchmakers who do not have a pivot polisher can 
do just as good grinding of taps by using a filing fixture, 


as shown in use for this purpose in Fig. 3. For this, a 








holder for the tap may be easily made like the one in- 
dicated in Fig. 2. This is a female cement-brass, with 
each end filed to form three flat faces. At A is a side- 
view of the tap-holding end shown in cross-section; an 
end-view of the same end is at B. The hole D should 
have its bottom left as formed by the drill, of shallow 
V form, in which the back end of a tap will center. The 
V-cut is turned to prevent heat from spreading unneces- 
sarily where not needed. The brass is to be heated, 
partly filled with melted cement, and placed in a lathe 
chuck, and a tap inserted until its back end rests in the 
center at bottom of the drilled hole. As the cement cools, 
true the front end of the tap with a female center-taper 
in the tailstock. At the same time, turn the tap so its 
faces coincide with the corners on the cement-brass ends. 
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When the cement is hard, the job is ready for grinding. 

In Fig. 3 is shown the cement brass laid on the rollers 
of a filing fixture, a tap in the cement brass, and a grind- 
ing wheel on its arbor in the lathe. Note that the ad- 
justment at A has raised the roller on that side of the 
fixture, to slant the tap so that the face to be ground 
will be wider at the point and gradually narrower 
toward the shank of the tap. Some good workmen make 
the faces the same width all the way; but many prefer 
the other form, by which the fuller threads toward the 
shank have a correcting effect on the tapped thread, and 
may smooth out any slight irregularities made by the 
shorter sections of thread near the tip. 

Set the fixture so the shoulders on its rollers lie in a 
line parallel to the length of the lathe bed, and bring 























Fig. 3 


the center of the tap directly below the center of the 
grinding wheel. Use the adjusting screws to get the 
proper depth and slant of cut, and proceed to grind by 
moving the brass slowly from right to left. 

One who does not have a filing fixture may contrive 
and make any other sort of simple device, that would 
act like the fixture as a guide for grinding taps. Instead 
of rollers, solid blocks with shoulders at one side would 
do, and would be much easier to make. 

Take care that the heat of grinding does not melt the 
cement and loosen the tap. Use oil on the grinding wheel, 
and on large taps do not grind too deeply at each set- 
ting of the fixture. Large taps should be ground with 
two or even three settings; small taps at a single setting, 
although oil must be used on them to minimize heating. 
Practice will develop judgment in getting the greatest 
possible depth of cut without overheating. 

Whether you have flat-faced or hollow-ground taps, 
consideration must now be given to how best to use them. 
First consider holders, to provide a handle for turning 
a tap into its work. 

In Fig. 1, which represents a large tap, the end of the 
shank is shown filed down about one-third of its dia- 
meter, to provide a grip so that the tap cannot twist in 
its handle, under the strain of using it. For these large 
taps, the handle may be a two-jaw pinvise or handvise: 
one of the jaws will line up on the flattened end of the 
tap shank and hold it without twisting in the handle. But 
small taps do not need much power in using them, and 
may be firmly enough held in one of the pinvises that 
have a split chuck instead of flat-faced jaws. Obviously 
they do not need flattened ends on their shanks. It also 
goes without saying that the shank-ends of all sizes of 
taps should be turned to a true rounding or bevel, for 
any centering required in use. 

Taps for watch and clock work should not be held in 
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the “tap-wrench” type of holder that is used in machine 
shop practice, and that is fastened to the tap so as to 
stand at a right angle to the tap, to give great leverage- 
power, which is unnecessary in our work. Whatever kind 
of handle is used, it should form a prolongation of the 
tap itself, because this affords a more sensitive control 
and allows the tap to “‘find its way.” 

Since a few threads near the point of a tap are not 
full, but have their points cut off somewhat by the bevel 
there, this tends to guide the tap in a truly vertical di- 
rection into the hole; but at the same time this should 
be aided by sighting the tap until it has entered some 
distance, keeping it from all sides at a right angle to 
the plane of the work; after it is well engaged, the hole 
itself will then keep it vertical. 

Most holes for tapping are drilled clear through the 
work. In these the tap should be kept turning until it 
has entered for practically its full length, to allow the 
nearly full threads near the shank to insure a final veri- 
fication of the thread being tapped. But occosionally 
a hole has to be tapped that does not go clear through 
the work. If such holes are short, after tapping them 
with a regular tap, a final cut should be taken with a 
“bottoming” tap, which is one of the same size but with 
the end ground flat so there is no bevel there, leaving 
full threads that will cut fully down to the bottom of the 
hole. Otherwise there would be threads down near the 
bottom of the hole that are only partly formed, which 
might cause the screw to bind there and break. 

In tapping, as in threading, oil should be used plenti- 
fully on steel or other hard metals and on iron; but on 
brass and other soft non-ferrous metals, no oil is needed. 

In the matter of fullness of threads produced, there 
is a difference between the requirements for the threads 
on a screw and those in a tapped hole. On all screws, the 
threads should be made full; that is, the sides of the 
threadgroove must meet at a clean-cut point. But this 
is not absolutely necessary in the thread tapped in a 
hole. If a size of tap is used so that the opposite bottoms 
of the tapped threads are a distance apart that will 
match the diameter of the screw, with just enough side- 
play of the screw to insure its free action, then it does 
not matter if the tops of the tapped threads are not fully 
formed; about three-fourths of the full height of thread 
is sufficient to enable a screw to hold parts together. 

A word should be said about using the adjustable 
screwplate illustrated in Fig. 2, page 93 of our Decem- 
ber number. In cutting with these a thread for a screw 
or a tap, hold the blank vertically in a benchvise instead 
of in a lathe chuck. For these larger screws, consider- 
able force is required to cut threads, and this may strain 
a chuck tightened sufficiently to hold the blank securely. 
To start cutting, open the dies, bring them together over 
the blank, then close them enough to cut a partial thread. 
Turn until the thread is partially cut on the full length 
of the blank. Then tighten the dies, cut and repeat until 
the thread is fully formed. Except for this, what has 
been explained for cutting threads with non-adjustable 
dies applies in working with adjustable dies. Finally, 
in using all except adjustable screwplates, if a blank 
breaks in the die, the broken piece may be removed with: 
a jeweler’s saw, passing the blade through a notch of 
the die, then clamping and tightening the blade in the: 
frame, and sawing out the broken piece. 
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LUEING SCREWHEADS—How can I match the 
rich blue on screwheads like new ones when I 
have polished rust off of them? I have been doing this 
by holding the screw in copper tweezers over my alco- 
hol lamp flame but the color comes irregularly and 
never like the original finish. (Question No. 5282.) 


C. F., Ine. 


Answer—Two things suggest themselves as _possi- 
ble causes of the poor color you describe. After you 
have polished the screwhead, you may be careless about 
touching the steel surface, thus getting a film of greasy 
matter on it from your fingers; or if you use denatured 
or wood alcohol in your lamp, the fumes of this in the 
naked flame could cause poor coloring. After polishing, 
clean the steel with pith dipped in grain alcohol and 
do not touch it before the bluing has been done. To 
avoid discoloration from lamp fumes, lay the screw on 
a piece of sheet brass and hold this over the lamp flame, 
instead of allowing direct heating from the flame. 

EPLACING CLOCK SCREWS—Is there 
trick for easily replacing screws inside a deep 
clock case, I mean the screws that hold movement to 
case? I knew a workman once who used to put a lump 
of beeswax on his screwdriver blade to held the screw 
while getting it started, but this leaves wax smeared 
on the screwhead sometimes, hard to get at to clean it 
off. Thought you might know something better. (Ques- 
tion No. 5283.) R. P. M. 


Answer—A quicker and cleaner way is to cut a 
piece of your clock pegwood on one end to a blade just 
a little thicker than the slot of the screw, and push 
this into the slot so the screw will stick well enough 
to be inserted in its hole and started; then finish the 
job with the screwdriver. 


any 


ENDING HAIRSPRINGS—Am always having 
B trouble with keeping tweezers in shape for bend- 
ing hairsprings that need straightening. I stone the 
points so they meet flat with each other, but the spring 
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coil is so apt to slip from between the tweezer points, 
even though they seem to be in good shape. Please ad- 
vise me about this. (Question No. 5284.) O. P. F. 


Answer—Expert hairspringers use tweezers of a 
grade known in the tool trade by the name of the orig- 
inal maker of them, “Dumont.” These are made in 
largest quantity of all by people of that name in Swit- 
zerland, but tweezers considered to be of equal quality 
by some users are now also made by other firms. Your 
dealer would no doubt know what you want if you 
specify Dumont tweezers or equivalent type. One char- 
acteristic of all is that the tweezers are not electro- 
plated, but left in bare steel finish. They are extra well 
shaped, tempered and finished, and while not bulky, 
have a firm “feel” in use, and take a reliable grip on the 
spring coil so it is not apt to slip out. Their use is 
considered necessary instead of ordinary tweezers, by 
most of the men who have much hairspring work to do, 
in factories and repair shops. 

ILSTONE POWDER—Which do consider 

best for grinding staff and pivot work—oilstone 
powder or some of the artificial abrasive powders? 
(Question No. 5285.) P. M. Co. 

Answer—It has long been the preference of most 
watchmakers to use natural oilstone powder instead 
of any artificial abrasive, for grinding steel in 
watch work, as they believe the grains of oilstone pow- 
der are less apt to become imbedded in steel and risk 
damage after the parts are acting in the watch. 


you 


ATCHMAKER’S POSTURE—We had a hot 
argument in our shop about the correct height for 
a watchmaker to sit at his work, one saying as low as 
possible, and the other that a man has to sit with his 
back straight. What do you say? (Question No. 5286.) 
E. %. 
Answer—-We think that common-sense says that a 
man should sit in whatever posture is most comfortable 


for him and most convenient for getting at his tools and 
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work, and this will be different with different men; 
it might vary according to the “build” of men, which 
varies greatly. So no inflexible rule should be attempt- 
ed. Following a rule might result in discomfort and 
fatigue to one man although it would be right for an- 
other. No one can do his best work or turn out his 
maximum in quantity if uncomfortable or tired. 


AP-AND-DRILL SIZES—lIn the article on cutting 

screw-threads in the January issue of J. C.-K. I do 
not agree with what is said about using calculated tables 
for tap-and-drill sizes. Modern conditions call for eff- 
ciency in engineering for large and small work; watch 
work is just the same as machine building. only much 
smaller. So I register this complaint, and am asking 
for something more scientific about screw-threads. Maybe 
I had better explain that I am an amateur watchmaker 
as a hobby; I do not do this work for a living. (Ques- 
tion No. 5287.) M. O. 

Answer—wWe understand your criticism, from your 
viewpoint of one who does watch work as a hobby. But 
the conditions of such work are quite different from 
those of the work of one who has to take all kinds of 
watches as they are brought to him for repairs, and 
must do whatever these need, as quickly as possible, and 
do all of it, without selecting only what may be inter- 
esting to him to do. It is in fact just what you mention 
as “efficiency” that requires him to depend upon judg- 
ment instead of tables for determining certain diameters. 
If the thousands of different makes and models and 
“ages’’ of watches, any of which make up the day’s 
work for the practical watchmaker, had their screw- 
threads standardized as to form, pitch, etc., then your 
But 


because in various countries and at various periods, and 


suggestion would fit the conditions. it does not, 
by thousands of different makers, a great variety of 
screw-threads has been used; not to mention the sma! 
sizes, that make engineering practice inapplicable in 
most of the screw-thread work for watches. Calculated 
tables must be made on the basis of a specific form of 
thread. There are so many of these in watch work—some 
of them not definitely “designed” but of empiric origin 
—that a collection of tables for them would be absurdly 
numerous, costly, and time-wasting to use; in fact, it 
would be the opposite of the efficiency that you speak 
for. Apparently you are an engineer, and will see when 
we point out that there is a difference in that work and 
watch work, in this way: design-drawings may be made, 
but the watch work made from them is vastly reduced 
in size, whereas machine work is usually measured much 
larger than the drawing. This is why in executing 
watch-work the problem is often one of skill and judg- 
ment more than of instrumental measurement. 


EW BENCH TOP—My workbench is old and the 

top has become so uneven and full of holes that I 

can hardly keep it clean any more, besides it looks ugly, 

and is where customers see it. 

anything to do that wouldn’t be as expensive as having 
a new top made for it? (Question No. 5288.) K. C. 

Answer—Yes; we can make a suggestion that will 

not only cost much less than a new wooden bench top, 

but will be much finer-looking, and more durable than 

a wooden top. Plane off just the worst of the unevenness 


Can you recommend 
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from the present top; fill level any extremely deep holes 
with plastic wood obtainable at a housefurnishings or 
hardware store. Cut a piece of plain-color flooring 
linoleum (dark green is excellent) to fit the top, and 
cement this on with linoleum cement. Or have your local 
linoleum dealer do this for you. An occasional rubbing 


with floor-wax will keep this top in beautiful condition. 


—_— SCREWPLATE—Where can I buy 
shown at 
My mate- 
stock and 
doesn’t know whether he can get any more, as they were 
made in Germany. (Question No. 5289.) R. V. C. 
Answer—-Probably some other supply house may 
have these screwplates still in stock, and we suggest 
that you around to of the whose 
addresses are in the advertising columns of J. C.-K. 
Another suggestion is to write to Hammel, Riglander & 
Co., 209 W. 14th St., New York City, who are import- 
ers of European-made tools for supplying American 
dealers; they may know definitely of customers of theirs 
who have some of these screwplates in stock. We under- 
stand that our Government has protested the stoppage 
of goods bought by American importers, by the British 
navy; but as this matter is uncertain of settlement, it 


an adjustable screwplate like the one 
Fig. 2 on page 93 of the December J. C.-K.? 
rial dealer writes me that he has none in 


write some firms 


might be well to go to some trouble to locate and pur- 
chase one of these screwplates now, because we do not 
know of any American firm that makes them now. 


EVELED PLATE-GLASS—I have a French clock 
with sides of its case made of beveled plate-glass, 
one of which is broken. Have not been able to find any 
house that can supply a new one. Can you give me an 
address for this? (Question No. 5290.) J. R. K. 
Answer—French clock glasses are not standardized 
in size; but in almost all cities there are firms that make 
up glasses to order for automobile windows, of any 
shape and size, at reasonable cost. If you cannot locate 
one of these firms in your city, we could supply an 
address somewhere else; although we believe any of 
your local automobile repair shops could give you the 
address of a local glass shop. 


OLLER-JEWEL—What shall I look for 
watch one of our customers brings back sometimes 
stopped because the roller-jewel is found resting against 
the fork, holding it against the banking pin so it can’t 
move toward the other side? It is an old 18-size Illinois. 
(Question No. 5291.) J. E. MeCr. 

Answer—This fault is a failure of the safety or 
guard-action in the escapement. The guard-pin does not 
stand close enough to the edge of the roller table. It is 
best to use a regular plier or tweezer made for bending 
guard-pins, which will bend the pin with a slight angle 
near the bottom, so the pin remains upright, but a little 
nearer the roller edge. If you wish, you can make a 
pin bender out of a small snipe-nose plier. File or 
grind the inside of one jaw slightly down, leaving a 
little metal at the very point of the jaw. Then shorten 
the end of the other jaw, so that it will pass the metal 
projection, and close in against the filed surface of that 
jaw. This can also be done with a heavy tweezer, for 
the same purpose. 


in a 
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Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
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Classified advertisers will not be de- 
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Advertisers Who are not subscribers 
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of the paper containing their adver- 
tisement. 
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month. 
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send duplicates. 


To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 








Situations Wanted. 


Under this heading, 75c. for first 25 
words, Sc. for each additional word: 
minimum charge, 75c. 





YOUNG MAN, diamond setter, experi- 
enced bead work. Address “F., 2088,” 
care Jewelers’ Circular-Keystone. 





EXPERT watchmaker, 30 years’ experi- 
ence; references. Address “C., 2082,” 
care Jewelers’ Circular-Keystone. 





BOOKKEEPERS, 
no charge. 
Cort. 


STENOGRAPHERS, 
typists, clerks furnished; 
Fulton Agency, 93 Nassau St., 
7392, New York. 





YOUNG MAN, employed as credit man 
and salesman is interested in position 
out of New York City. Address “F., 


2256,” care Jewelers’ Circular-Keystone. 





EXPERIENCED watch salesman, very 
best clientele, open for a good line. Ad- 
dress “R., 2174,” care Jewelers’ Circu- 
lar-Keystone. 





YOUNG LADY bookkeeper, typist, also 
do clerical work: high school and col- 
lege education; small salary to start. 
C. Doerfier, Tremont 2-6185, New York. 





WANT LINE of material, mountings and 
watches or novelties, for California. 
Address J. F. Baker, 615 MiraMar 
Ave., Long Beach, Calif. 


WATCHMAKER and salesman, 25 years’ 
experience; South or Southwest pre- 
ferred. Address “‘N. C., 2136,” care 
Jewelers’ Circular-Keystone. 





GOOD WATCHMAKER, does jewelry re- 
pairing, engraving, waits on trade; 20 
years’ experience; willing worker; 
good all around man. ‘Watchmaker,”’ 
Glen Oaks, Rye, N. Y. 


YOUNG MAN, three years’ experience, 
desires position as second watchmaker ; 
own tools; Southern States preferred ; 
reference. Kenneth Bailey, Grassy 
Plain St., Bethel, Conn. 








YOUNG MAN, resourceful cash and credit 


salesman, watchmaker; 10 years’ ex- 
perience in own business; now em- 
ployed by credit store. Address “A., 


2133,” care Jewelers’ Circular-Keystone. 


YOUNG MAN, nine years’ 
with wholesaler and jobber, general 
office work, bill and order clerk. Ad- 
dress “N., 2171,” care. Jewelers’ Circu- 
lar-Keystone. 


SALESLADY, also bookkeeper, experi- 
enced in selling diamond jewelry to a 
fine clientele, desires position; will 
locate in any city. Address “H., 2167,” 
care Jewelers’ Circular-Keystone. 





experience 








YOUNG, college man, 20, knowledge of 
bookkeeping, desires position in New 
York City; willing to start from bot- 
tom. Address “K., 2244,” care Jewel- 
ers’ Circular-Keystone. 





POLISHER, first class all around pol- 
isher, on all types of jewelry work; 20 
years with one concern; can furnish 
best of references. Address ‘‘A., 2080,” 
care Jewelers’ Circular-Keystone. 





YOUNG MAN, married, wishes position 
with watch importer or wholesale 
jewelry house; excellent references; 18 





years’ experience. Address ‘‘C., 1965,” 
care Jewelers’ Circular-Keystone. 
SXPERT combination mechanic, watch- 


maker, jeweler, engraver, wants posi- 
tion extreme Southwest; first class 
character and ability. Tom McCarty, 
320 West Broadway, Muskogee, Okla. 





I NAMELER, thorough experience, all 
types hard enameling; his services are 
available; any firm seriously desiring 
employing him, contact. ‘“N., 2193,” 
eare Jewelers’ Circular-Keystone. 





SALESMAN with years of experience as 
office manager, would like connection 
with manufacturer as_ representative. 
Address “E., 2236,” care Jewelers’ Cir- 
cular-Keystone. 





A SINCERE, good watchmaker, esti- 
mator, experienced repair manager, 
wants change; had three jobs in 16 
years; English; married; distance no 
object. Address “H., 2072,” care Jewel- 
ers’ Circular-Keystone. 





DIAMOND MAN, 12 years’ experience 
with large jewelry manufacturer; as- 
sorting loose diamonds, also mounted 
work; excellent references; available 
immediately. Address “L., 1964,” care 
Jewelers’ Circular-Keystone. 





MATERIAL MAN, A-1, in Swiss and 
American materials; capable, steady 
and reliable; like to locate with first 
class house at once; excellent refer- 
ence. Address “C., 2250,” care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER, 28 years’ experience, 
railroad. center seconds, baguettes, 
Gruen, Bulova; complicated clock work: 
plain engraving; complete tools: small 
jewelry repairs. Clam, 520 40th Ave., 
St. Petersburg, Fla. 





YOUNG MAN at present employed by a 
leading semi-precious’ stone house, 
seeking position with ring manufac- 
turer in capacity of stone examiner and 
buyer or salesman. Address “M., 2223,” 
care Jewelers’ Circular-Keystone. 








EXPERIENCED watchmaker’ wants 
permanent job; also do ring sizing and 
plain engraving; married; age 40; 
salary $35 a week; credit store experi- 
—- Address ‘‘Watchmaker,” Chester, 





WATCHMAKER, salesman, desires pogj. 
tion; five years’ experience in credit 
business; best references; go any. 
where; can estimate, trim windows 
George John, 2410 First Ave., Evans. 
ville, Ind. 


BOOKKEEPER, credit manager; young 
man, six years’ experience as full 
charge bookkeeper and assistant credit 
manager; will go anywhere; excellent 
reference furnished. ddress “yy, 
2097,” care Jewelers’ Circular-Keystone. 











CREDIT STORE manager, 20 years’ ex. 
perience ; A-1 salesman, capable taking 
complete charge of credits and collec. 
tions; willing to go out of New York. 
Address “E., 2084,” care Jewelers’ Cir. 
cular-Keystone. 





WATCHMAKER, 27 years’ experience al] 
grades of watches, close timing; clocks 
and casing, light jewelry repairing; 
reliable firm in New York or vicinity, 
Address “F., 2184,’ care Jewelers’ Cir. 
cular-Keystone, 








COMPETENT watchmaker desires posi- 
tion with first class retail firm; age 31; 
Bowman Technical School trained; ref- 
erences as to ability and character. Ad- 
dress “C., 2152,’”’ care Jewelers’ Circu- 
lar-Keystone. 





WATCHMAKER, 12 years’ experience 
with better stores; excellent references 
as to ability and character; desires 
position with opportunity of partner- 
ship or buying; South or Midwest. 
Address “E., 2119,’’ care Jewelers’ Cir- 
cular-Keystone. 





YOUNG, school trained, experienced 
watchmaker desires position in north- 
ern Georgia, South Carolina, Western 
North Carolina; first class baguettes, 
railroad watches; light jewelry repair- 
ing; best references. Address “G.,, 
2086,” care Jewelers’ Circular-Keystone., 





SALESMAN, manager, thoroughly experi- 
enced in credit jewelry sales, collec- 
tions, merchandising, display advertis- 
ing, buying, desires permanent connec- 
tion with reliable firm; excellent ref- 
erences. Address “‘P., 2140,’ care Jewel- 
ers’ Circular-Keystone. 





ALERT jewelry salesman, 26, industrious 


worker, 12% years’ experience; thor- 
ough knowledge every phase retail 
business, including stock control, de- 


sires position New York City. Address 
“C., 2135,’ care Jewelers’ Circular- 
Keystone. 





SALESMAN, eight years’ experience, re- 
tail credit jewelry business; preferably 
position in Greater New York, but 
would consider out of town; thorough 
knowledge of business; married; age 
32. Address “S., 2143,’’ care Jewelers’ 
Circular-Keystone. 





WATCHMAKER, efficient and _ capable 
workman; fine store experience as 
manager of department; excellent ref- 
erences; 15 years’ experience; salary 
or commission ; Mid West or South pre- 
ferred. Address “C., 2118,” care Jewel- 
ers’ Circular-Keystone. 





RETAIL and credit jewelry salesman, 
young and aggressive, with promotional 
ideas, experienced window trimmer and 
capable of doing jewelry repairing, 
wishes steady position. Address “T., 
2107,” care Jewelers’ Circular-Keystone. 





COMPETENT watchmaker, handy com- 
bination man, Bradley trained, eight 
years’ experience, age 33, married, 
wants position with reliable store; ex- 
cellent references. Address “O., 2103,” 
care Jewelers’ Circular-Keystone. 





SALESMAN, 29, married, cash and credit 
store experience, seeks permanent con- 
nection with jewelry concern; New 
York or vicinity; excellent references. 
Address “G., 2155,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN, 10 years’ experience, cover- 
ing every phase with largest credit 
jewelry stores, in New York; college 
graduate; exceptional references; will 


consider out of town change. Address 
“H., 2132,’ care Jewelers’ Circular- 
Keystone. 
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BUSINESS OPPORTUNITIES—Cont. 

a SSa_—sSwanm@som™=—"—- 

GET THE CASH AND MORE, too, 
from us; we have bought some of 
the largest stocks in the country; 
none too large nor too small for us 
to handle; all correspondence kept 
in strictest confidence; ship your 
dead or surplus stocks to us, express 
collect, receive check by return 
mail; no obligation to accept offer, 
if unsatisfactory, but since others 
have been satisfied, you will too; 
bank and trade references upon re- 
quest; wire today to have our 
representative call if you have a 
complete stock to close out, other- 
wise ship your surplus goods and 
receive cash. Gordon Bros., 18 
Province St., Boston, Mass. 











Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WANTED, New Century engraving ma- 
chine, in good order; give lowest cash 
price and particulars. Address “O., 
2139,” care Jewelers’ Circular-Keystone. 


WANTED in Cardinal pattern Heirloom 
plate, eight salad forks, four teaspoons, 
two dinner knives, two dinner forks 
and eight ice teaspoons. K. B. Smith, 
Sullivan, Ind. 





SMALL, old established jewelry retail 
store; must be good location and priced 
right; prefer Middle West. Address 
“R., 2142,” care Jewelers’ Circular- 
Keystone. 





SMALL jewelry and repair business by 
watchmaker; must be in substantial 
community; prefer Southwest. Address 
“Pp.,, 2104,” care Jewelers’ Circular- 
Keystone. 





OLD ENGRAVING machine; in writing 
please tell us make of machine, its con- 
dition and list material included with 
it. J. A. Buchroeder & Co., Columbia, 
Mo. 





WANTED TO BUY all kinds of jewelers’ 
tools as rollers, polishing lathe, drilling 
machine, soldering outfit, bench tools, 
etc., in good condition. Gottsmann, 
4351 168th St., Flushing, L. I., N. Y. 





HIGHEST PRICES paid for used watch- 
makers’ lathes, benches and materials; 
also jewelry machinery. S. Pollack, 141 
Hester St., New York City. 





WANTED, following pieces of Providence 
pattern, Gorham silver plate; two din- 
ner knives, two dinner forks, four tea- 
spoons, one table spoon, two individual 
butter spreaders. A. C. Parsons, Grand 
Junction, Colo. 





CAN USE several hundred ounces of 
sterling flatware, at present market 
price of fine silver; regardless of pat- 
tern. W. Landgraf, Silversmith, 800 
Lexington Ave., New York. 





STERLING flatware patterns wanted; 
cash by return mail for full or broken 
sets, serving pieces, souvenir spoons 
(small size only), coffee spoons, hollow- 
ware, etc.; send list of silver you have 
and ask for illustrated card of popular 
patterns, handy as permanent refer- 
ence. Key’s, 1809 Main St., Dallas, 
Texas. 





WE WILL BUY: send for our Inenee 


tion your accumulation of all col- 
ored stones, large and small; a cash 
offer will be made or state your own 
figure; immediate reply given. Louis 
H. Freedman, 542 Fifth Ave., New 
York. Reference: Manufacturers 


Trust Co., 513 Fifth Ave., New York. 





FROM OUR EXPERIENCE in the jewel- 
ry business, we know that often it is 
necessary to take silver, both flat and 
hollowware, in exchange; the average 
jeweler has no outlet for this class of 
merchandise except to the refiner at old 
metal prices; we can use this silver 
and will pay much larger prices than 
the old silver value; send to us for 
cash offer; we will pay highest cash 
price for okd mine diamonds, antique 
and diamond jewelry. Julius Goodman 
$ Son, 43 South Main St., Memphis, 

enn. 


Match Mork, etc., for the 
Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





PENS REPAIRED FOR DEALERS; 
fountain pens, desk pens, ‘“Vaku-um” 
pens, pencils, etc., repaired at standard 
prices ; mail all makes to one place for 
better service; est. 1904; we feature 
gold pen points and repairing. Welty 
Pen and Repair Co., 38 S. State St., 
Chicago. 





AUTHORIZED fountain pen service to 
dealers everywhere: minimum factory 
prices and policy, plus quicker delivery 
and the advantages of combining all 
make pens under one mailing; saves 
more than half your postage cost. Open 
r gioaaaae Miller’s Pen Service, Atlanta, 
a. 





To Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





NATIONAL WATCH Repairing Co. ren- 
dering prompt and efficient service to 
a discriminating clientele all over 
U. S. 727 Sansom St., Philadelphia, Pa. 


DIE AND HUB cutting; fine work at 
low prices. Daniel Birkner, 260 Fort 
Washington Ave., New York. Phone 
WI. 2-8674. 








RELIABLE watch repairing for the trade 
since 1921; efficient and dependable 
mail service. Standard Watch Service, 
146 Fifth Ave., New York. 











GUARANTEED watch repairing for the 
trade; highly skilled workmanship; ab- 
solutely lowest prices; prompt service ; 
also complete line of rebuilt watches; 
send for free catalog. Star Watch Co., 
725 Sansom St., Philadelphia, Pa. 


SPECIALIZE in making any part for 
plain or complicated fine watches; also 
high grade watch repairing; member 
of Horological Institute of America, 
Washington, D. C., and Horological 
Society of New York. M. Aschendorf, 
11 John St., New York City. 


HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished ; 
out of town accounts solicited; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St., New Yoerk. 











FINE WATCH repairing at lowest cost; 
excellent references; 22 years’ experi- 
ence; a trial by those interested in 
better workmanship will assure com- 
plete satisfaction; prompt mail ser- 
vice. Schwartz Watch Repair Labora- 
tory, 1243 Boynton Ave., Bronx, N. Y. 





STORE for rent, Buffalo; 100 per cent 
jewelry location; 18’ by 65’; occupied 
for years by Tanke, Buffalo’s leading 
jewelers. Saperston Real Estate Co., 
Buffalo, N. Y 





SPLENDID opportunity for watch re- 
pairing, in front window of barber shop, 
in choice section of Astoria; investigate. 
M. A. Viscardi, 2536 Broadway, As- 
toria, L. I., N. Y. 





OPTOMETRIST, space available, North- 
western Pennsylvania’s largest credit 
jewelers; population 125,000; reference 
and equipment required; reasonable 
rent. Address “A., 2259,” care Jewelers’ 
Circular-Keystone. 





WICHITA, KAN., store 25’ x 120’, block 
with Woolworth and Grant; Middle- 
town, Conn., 22’ x 100’, block with 
Woolworth and Kresge; Akron, Ohio, 
20’ x 90’, block with O’Neales Depart- 
ment store and many chain specialty 
shops; Baton Rouge, La., 16’ x 100’, 
block with Kress and Woolworth; 
Greensboro, N. C., 14’ x 100’, block with 
Woolworth and Lerners; Harrisburg, 
Pa., 17’ x 100’, block with leading wo- 
men’s department store; Utica, N. Y., 
18’ x 100’, block with Kresge and Wool- 
worth; Hartford, Conn., 18’ x 80’, block 
with Newberry and Kresge; also many 
others available; write for full details. 
Mitchell Realty Co., 276 Fifth Ave., 
New York. 








Patents 


Minimum charge (25 words) $1 50 
Additional words, 5 cents a word 








GUARANTEED watch repairing (no 
cleaning machine), expert watch- 
makers; promptest service; _ trial 
order will convince. S. A. Peck & 
Co., 55 East Washington St., Chi- 
cago, Ill. 








Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bldg., St. 


Louis, Mo. 
i 


DIAMOND SETTERS, jewelry repair- 
ers, skilled, efficient workmanship 
and prompt service ; reasonable 
prices. D. Geller, 51 Chrystie St., 
New York City. 








PATENT ATTORNEY secures patents, 
trade-marks, copyrights; call or send 
me your sketch or model; confidentia! 
advice; literature. Z. H. Polachek, 
1234 Broadway, New York. 





INVENTORS: send for my free 72-page 
book; conscientious, prompt personal 
service on all patent matters; regis- 
tered patent attorney. L. F. Randolph, 
Dept. 764, Washington, D. C. 








Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








LEARN WATCH REPAIRING by doing 
it; thorough training under expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





WATCHMAKERS; increase your ability 
through the highly recommended 
books: “Rules and Practice for Ad- 
justing Watches” and “Practical Bal- 
ance and Hairspring Work” by Walter 
Kleinlein. Your jobber or trade jour- 
nal. 
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Elgin Watchmen Get Preview 
Of February “America-First" 
Program, at 3-Day Convention 


Excin, I1vi.—Elgin National Watch 
Co.’s_ sales convention Jan. 8-10, with 


some 35 men attending, mapped plans 
for the coming year. Howard D. 
Schaeffer, vice-president in charge of 
sales, presided over the meeting in which 
lr. Albert Potter, president, participated 
actively. 

After reviewing fine business in 1939, 
the men were given a preview of 1940's 
plans, beginning with the complete de- 
tails of the “America-First” promotion 





T. Albert Potter, Elgin president, and Howard D. 
Schaeffer, vice-president, conducting wholesalers’ 
"convention"’ by telephone. 


during February. As announced, this 
advertising program will run in two- 
color, full-page advertisements in both 
Colliers and Saturday Evening Post, also 
in selected newspapers from coast to 
coast. 

Speakers on the three-day program 
were: Percy E. Stringer, vice-president 
in charge of manufacturing for the 
Elgin company; LeRoy A. Mote, Elgin 
counsel; Alan Magary, sales research 
manager; Frank R. Brodsky, advertis- 
ing manager; J. Alexander McWilliams, 
display advertising; Frank D. Urie, re- 
search and inspection superintendent; 
L. Maytham, Curtis Publishing Co.; 
Kennett Hinks, J. Walter Thompson Co. 

Following the convention, President 
Potter entertained the men at a buffet 
dinner at his farm near Elgin, where 
Van Voorhis of “March of Time” was 
the featured speaker. 

Mr. Potter made unusual use of the 
telephone in his office Dec. 23. 

It was with some 100 of his whole- 
salers that Mr. Potter established wire 
connections, talking to men in each of 
four districts consecutively. After wish- 
ing them a Merry Christmas, he brought 
news of a special February campaign. 
Then Howard Schaeffer, vice-president 
of the company, spoke to the gathered 
men, telling them of the strong advertis- 
ing and selling aids to be given the 
campaign. 


Gruen Watch Co. Redeems 
Outstanding Class A Stock; 
Junior Stocks to Pay Dividends 

Cincinnati—Benj. S. Katz, president 
of The Gruen Watch Co., announced re- 
cently that $407,400 par value—all of 
the outstanding class A preferred stock 
of said company—had been called for 
redemption on Feb. 1. 

According to Mr. Katz, the redemp- 
tion of the class A preferred stock will 
immediately remove all restrictions on 
payment of dividends on junior stocks, 
which restrictions were imposed on the 
company under the plan of reorganiza- 








Some Dates to Remember .. . 





Chicago Gift Show, Palmer House, 
Jan. 29 to Feb. 10. 

Merchandise Mart Gift Show, 
cago, Jan. 29 to Feb. 10. 

Boston Jewelers Club banquet, Copley 
Plaza, Feb. 10. 

Horological Society of New York 
banquet, Hotel St. Moritz, Feb. 11. 

Coast Gift, Art & Housewares Show, 
Palace Hotel, San Francisco, Feb. 11-14. 

New England Manufacturing Jewelers 
& Silversmiths Association annual ban- 
quet, Providence-Biltmore Hotel, Provi- 
dence, Feb. 17. 

New York Gift Show, 
sylvania, Feb. 19-23. 

Maiden Lane Outing Club winter af- 


Chi- 


Hotel Penn- 


fair, Park Central Hotel, New York, 
Feb. 20. 

Texas Gift Show, Adolphus Hotel, 
Dallas, Feb. 25 to March 2. 

California R.J.A. convention, Hotel 


U. S. Grant, San Diego, Feb. 26-29. 

Executive Committee of Retail Jewel- 
ers Associations of Greater New York, 
third combined banquet, Hotel Astor, 
March 3. 

Central Division Educational Conclave 
of the American Gem Society, Stevens 
Hotel, Chicago, March 3-5. 

Boston Gift Show, Hotel 
March 4-8. 

Horological Association of Pennsyl- 
vania, Ine., annual convention, Penn- 
Harris Hotel, Harrisburg, March 10. 

Eastern Division Educational Con- 
clave, A.G.S., Robert Treat Hotel, New- 
ark, N. J., March 10-12. 

Jewelers Fraternal Association, an- 
nual meeting, 9 Maiden Lane, New York, 
March 14. 


Statler, 





tion, adopted in 1935. It is expected 
that the class C preferred stock will be 
put on a dividend basis. Declaration of 
dividends on common stock will, accord- 
ing to the president, be dependent upon 
future earnings. 

At the time of its reorganization, The 
Gruen Watch Co. was indebted to banks 
in an amount of approximately $1,818,- 
000 for which debentures, class A_pre- 
ferred stock and class B preferred stock 
were issued to the banks. As of Feb. 
1, all debentures and class A stock will 
have been retired. 





OBITUARIES 


VestaLt Pripmore, 43, Newport, Ark., 
jeweler, died Dec. 24. 

A. B. Tatton, 64, jeweler at Magnolia, 
Ark., for 22 years, died Jan. 7. 

Josepu H. Euruicnu, 58, Detroit, retail 
jeweler, died at his home, 2455 Chicago 
Blvd., Jan. 9. 

Kennetu C, Quin, 45, Jackson, Minn., 
jeweler, died Jan. 7. 

Watter E. Cawoon, 82, retail jeweler, 
designer and manufacturer of Cleveland, 
O., died Jan. 9. Employed in 1905 as a 
designer for Cowell & Hubbard Co., he 
later established his own business as a 
manufacturing jeweler and finally had a 
retail business. 

Freperick C, Moorerieip, 63, jeweler 


of Anniston, Ala., died in December 
from pneumonia. 
Grorce O. Bunn, 59, Boise, Idaho 


jeweler since 1910, died in December 
after an illness of two years. 

JosePpH Soromon, 59, in the jewelry 
business in Chicago for 40 years, died 
Dec. 30. 
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Maiden [ane Outing Club annual 
meeting, 9 Maiden Lane, New York 
March 15. | 

Associated Credit Jewelers of New 
York and New Jersey, banquet, Wal- 
dorf-Astoria, March 17. 

Philadelphia Gift Show, Benj. Frank- 
lin Hotel, March 18-22. 

Northwestern regional convention of 
A.N.R.J.A., Kansas City, Mo., April 4-5, 


Southwestern regional convention of 
A.N.R.J.A., Oklahoma City, Okla, 
April 7-9. 

Michigan R.J.A. convention, Hotel 


Rowe, Grand Rapids, April 14-16. 
Virginia and North Carolina R.J.A.s 
conventions, Roanoke, Va., April 21-28, 
Massachusetts-Rhode Island R.J.A. 
convention, Parker House, Boston, April 
24. 

Florida R.J.A. convention, Columbus 
Hotel, Miami, April 28-30. 

Wisconsin R.J.A. convention, Milwau- 
kee, May 1-2. 

United Horological Association con- 
vention, Hotel Cleveland, Cleveland, 0,, 
May 5-7. 

Tennessee Watchmakers and Jewelers 
convention, Knoxville, 'Tenn., May 5-6. 

Wisconsin R.J.A., Oshkosh, May 6-7, 

Missouri R.J.A., Columbia, Mo., June 
16-17. 

New Hampshire R.J.A., Wentworth- 
by-the-Sea, June 26-28. 

New York Lamp Show, Hotel New 
Yorker, July 22-26. 

Chicago Gift Show, 
July 29 to August 9. 

Texas R.J.A. convention, 
| Hotel, Galveston, Aug. 12-13. 
| New York-Philadelphia Gift Show, 
| Hotel Benj. Franklin, Philadelphia, 
Aug. 19-23. 


Palmer House, 





Buccaneer 


| 


Wiriam L. Rineer, 59, Lancaster, Pa. 
jeweler, died Jan. 3 from a heart attack. 
He learned watchmaking in the Hamil- 
| ton Watch Co. factory and then opened 
| a store in 1910. 
| Cuartes F. Ravurnu, 74, jeweler in 
Springfield, Ill., for more than 50 years, 
died Jan. 6. For the last 20 years he 
was employed by J. Ralph Tobin & Son. 

Cuartes F. Herrmann, 71, retailer 
and special order jeweler of Washing- 
ton, D. C., died on Jan 8, after a week’s 
illness. He had been in business in the 
capital for 48 years. 

Cuartes R. Tarcorr, 85, who came to 
Washington state when it was still terri- 
tory, and with his brothers operated the 
oldest jewelry store of the state, at 
| Olympia, Wash., died late in December 
| of a stroke. Not the least of his dis- 
tinctions was his making of the official 
seal of Washington when it was ad- 
mitted into the union. The October is- 
sue of this publication carried a picture 
of Mr. Talcott, with his two surviving 
brothers, L. Grant, 76, and George N. 
Talcott, 80. 

Ben Linz, 72, one of the founders of 
Linz Bros., of which firm he was vice- 
president, died Jan. 17, at his home in 
Dallas. He is survived by one brother, 
Albert Linz, Dallas. 


Jersey Convention Plans Made 

Newark, N. J.—The 1940 convention 
of the New Jersey R.J.A. will be held 
at Atlantic City, late in April or early 
in May, it was decided at a meeting here 
on Jan, 23. 





THE JEWELERS’ CIRCULAR-KEYSTONE 
for February, 1940 














INDEX TO ADVERTISEMENTS 


Meme Watch Co........cccreeee 107 
Aisenstein-Woronock & Sons, Inc. 26 
American Gem Society.......... 85 
American Jewelers Bureau, Inc... 57 
American Strap Co., Inc......... 32 
American Time Products, Inc.....114 
Anthony, J. L., & Co............ 33 
Arch Crown Tag & Stamping Co..100 
Apcow Mig. Co., Ime... ..6.ccc00 34 
Art Metal Works, Inc....*%........ 55 
Mean Ge Cee. TNO i. sce oce wens q 
ESE Ae So errr 87 
Bechtel, Joseph B., & Co., Inc... ..102 
Becker-Heckman Co. ............ 106 
MOM GWOEE 665 6 ce cwesccesea 112 
Bowman Technical School....... 102 
Bradley Polytechnic Institute.... 85 
Braunfeld & Mehlman........... 99 
Bronet Watch Co... . 26.066 cce 99 
Bristol Seamless Ring Co........ 11 
Progen, Byard Pic. ccc ccc cece 102 
Bruner-Kitter, Inc. .........60c: 9 
Buffalo Machine Mfg. Co......... 103 
Cabinet Pisture Co....... 06.6. ees 108 
Cadie Chemical Products, Inc..... 98 
Central Wateh Co...........06.. 107 
Central Watch Materials & Sup- 
[ACERT | 7 Aaa 102 
Chicago Diamond Setters........ 107 
Cooke, Dunbar, Smith Co. ....... 33 
Cooke, E. N., Plate Co. .......... 33 
Cooper, Joseph B., & Son, Inc. ... 85 
Copeland & Thompson, Inc....... 90 
ONIN OME eFax arse niaiwn Sia Gea Siare Was 101 
De Beers Consolidated Mines, Ltd., 
and Associated Companies..... 58 
Dee, Thomas J., & Co............ 83 
Dimes, Richard Co.............. 111 
Doernberger & Muck............ 108 
re ee 99 
Dreher Bros. & Wider........... 67 
pene, James A... 2.606 ccccecs 66 
Eastern Mfrs. & Importers Ex- 
i re th far a ean 89 
Ebeling & Reuss, Inc............. 90 
Oe Se 97 
Elgin National Watch Co........ 32¢ 
Elkington & Co., Ltd............. 80 
Empire Smelting & Refining Co.. .102 
Engel, J., & Co., Inc............. 104 
Everlast Metal Products Corp.... 91 
Fabrikant Bros., Inc............. 8 
Felsenfeld, Jack J............0.. 101 
Fisher’s Supply House.......... 105 
Forstner Chain Corp............ 13 
Franklin, Benjamin, Hotel....... 91 
Fuller, George H., & Son Co...... 106 
Fulmer & Gibbons, Inc........... 102 
Gemological Institute of America.114 
I TN gia Die was wth ata ae eames 23 
General Plate Co................ 33 
Gerwe-Frohman Co.............. 110 














THE JEWELERS’ CIRCULAR-KEYSTONE 
for February, 1940 


Gold Filled & Rolled Gold Plate Noble, F. H., & Co............-+- 98 
MNOS «haus catinge eases mada 33 Nye, William F., Inc............ 116 
Graff. Washbourne & Dunn...... 99 : 
* Oneida, Ltd., 
Grafner Bros atrrernertnrvsoraoentae x 108 14, 15, 16, iy? Outside Back Over 
Greenwold-Grift Co. ............ 110 ; ; 
Gruen, The, Watch Co........... 36 Paris Lapidary Co............-.. 99 
Philadelphia College of Horology 102 
Hadley Co. ............---.ees- 29 Pitcairn, Wm. S., Corp........... 112 
Handy & Harman............... 28 eS Serer 100 
Hamilton Watch Co............. 10 
De huid cae abteneae 106 
Haviland, Theo., & Co., Inc....... 119 Quast & Olsen 
awe, TG OC cccidivccs 112 Reed & Barton Corp.......:....- 103 
Heinrich & Winterling, Inc....... 112 OS Sr Bias s cae chcscundas ds 100 
Meller, E. @ Son, Theis0sccs ceca 61 Richerds, W. By Cad: cescaedans 111 
Hertel, Wm., & Co., Inc.......... 101 Rosenthal China Corp........... 112 
Heyman, Oscar, & Bros., Inc...... 63 Royal Dial & Refinishing Co...... 101 
Holt, Ris, MG ienh eee Rea e 33 Sauer, A., ie ET ra 1 
Horton-Angell Co. .............. 33 Schick, Harry C., Inc............ 62 
Imperial Pearl Syndicate OAS ian 57 See TO 6 6 ka sao ea eoweeus ~~ 
Improved Seamless Wire........ 33 Schrager, H. & M. & Co., Inc...... pe 
Ingersoll-Waterbury Co., Samia (A G-.) Clic. ccccecwiavns 
Inside Back Cover Sebiames tes OSs ec c.csic ce eedaes 110 
International Silver Co.......... 4,5 Selwetiss Pree Pee cc ccccidans vee 100 
SO aed 7 a emer eh 102 
Jacobs, 1) 3 & Sons Co “ae eae ae a .110 Simmons, R. F., Co Se paren ee he 20, 21 
Jacoby-Bender, Inc. ............ 18 Smyth, Albert S., Co., Inc........ 104 
Jewelry & Cutlery Novelty Co... .103 ee, a re 100 
Kahn, L. & M., & Co............. tamale ee 
Karlan & Bleicher, Inc........... 19 Speidel C S20, 321, 128, 158, - — 
Kastenhuber & Lehrfeld......... 114 rani i lela lela al aac tia 106 
Kats @ Owush, Ine...........+. 3 Stein & Ellbogen Co............. He 
Kaysen, Morris, Co............e. 98 Stern, I, & Co.........-----+0-- 
Key’s-Jewelers 105 Straub, Paul A., & Co., Inc....... 112 
Ki ‘keb Hot 1 eee he eee 116 Surnamer, S. J., Co., Inc......... 99 
a eee LARS CRESS SARE 2 Swank Products, Inc............. 32a 
Kirk-Rich Dial Corp............. 107 Guctiie Oe 106 
Gatti NROUING 6 oc cle: is.dn ois sews ones ree ee 
BR cnt whine keene 110 Tharaud, Justin, Inc............ 112 
Mohner: Mae occ cscieccucecces 105 ‘Pudtle Situs’ Cec: 2. sacdkaccewas 111 
Kreisler, Jacques, Mfg. Corp...... 6 Union Plate & Wire Co........... 33 
Lampl, Walter .................- 65 U.. Sv omens Sit Cais so cocks: 100 
Lasko Strap Co.............0.0. 27 Ua Ses IN Clin os ds wows ceates 104 
Leach & Garner: .....cceien ees 33 Untermeyer, Robbins & Co., Inc... 22 
Lees & Sanders, Ltd............. 116 Vennerbeck & Clase Co........... 33 
DAO ORS eink Sawniieeceoe cee! 112 Vernon-Benshoff Co. ............ 108 
= ig Comes lidar ie Datei = Wadsworth Watch Case Co........ 53 
ange So: asl che Waite-Evans Mfg. Co............ 35 
Faerie We. ks ie cece eee es 112 Ww : 
ae Oe Ba Clrsi weds venue uate 33 
EaGen Gh SOW 6c oc vies cinae nw 110 
: : Wallace, R. & Sons Mfg. Co., 
Longines - Wittnauer Watch Co., 69, 71, 73, 75, 77, 79 
WME 014i our tank atte aes 24, 25 Want Adtetintem 
Makepeace, D. E., Co..... 2.2600. 33 120, 121, 122, 123, 124, 125 
Manchester Silver Co......... 81, 103 Watch-Motor Mainspring Co., Inc.. 100 
Massachusetts School of Optom- Wedgwood, Josiah, & Son, Ince... .112 
PE, Se. \bscunewens ereawaed 111 Weidlich Sterling Spoon Co....... 103 
MeTine @& Ghews coc ccc cccccccecs 107 Weinhaus, Samuel, Co........... 108 
Michigan Dial Refinishing Co... ..107 Weksler & Goodman, Inc......... 85 
Mikimoto, K., Inc.. Inside Front Cover Wells Manufacturing Co......... 103 
meee Oke ira" saad og elbow aiolaieed 105 We Ci iw bob ok wawa- Jo ee 
Mueck-Cary, The, Co., Ine........ 84 Wes i ties tee coh 32d 
, Western Tray & Case Co......... 110 
mit “ & it M Soe ede ae 99 Whitelaw Brothers ............. 99 
ee ous oe ee Wood, J. R. & Sons, Inc.......... 12 
Newall Manufacturing Co........ 106 Wurmser, Roger ............... 64 
New York Gift Show............ 89 TAME Na Basins hee ca eens 102 
127 





Ahed Jn Beeclurion s+. 


HE agreement just concluded by the ANRJA and 
I NACJ to merge their annual jewelry shows is a 
long step in the right direction. 

The jewelry industry has long been notorious for 
the excessive duplication of demands upon its suppliers 
for support for this, that and the other association or 
activity. No other industry in the country is so sub- 
jected to solicitations to exhibit at shows, to “‘adver- 
tise’ in association programs, to contribute door prizes, 
and to just plain contribute, as the jewelry field. 

What retailers have failed to realize is that manu- 
facturers and wholesalers don’t simply pull this money 
out of a hat, but that it is all figured in on the cost 
of the merchandise that they buy, and so has tended 
to keep the cost of merchandise artificially high and 
thus act as a drag upon their own businesses. 

It is encouraging indeed to see the trend beginning 
to be reversed in even a slight degree, and we compli- 
ment the NACJ, the ANRJA, and the exhibitors alike 
on their willingness to give and take in arriving at a 
conclusion that will benefit the entire industry. 


T is with a good deal of happiness that we note, 


elsewhere in this issue, an announcement by one of 
the largest manufacturers of silver plated flatware, that 
they will conduct no more cut-price promotions. 

JeweELERS CircuLar-Keystone has always contended 
that these periodic cut-price sales are a detriment rather 
than a help, and has repeatedly urged, both verbally and 
in print, and in no uncertain terms, that they be dis- 
continued. 

It is gratifying indeed to see that this view has been 
adopted by so important a factor in the industry. Since 
the other of the two largest producers of plated flatware 
has already made a somewhat similar announcement, it 


would appear that this particular headache for the 
jeweler has now been pretty well cleared up. In behalf 
ot retailers from Maine to California, we express appre- 


ciation to these forward-looking manufacturers for lift- 
ing the marketing of plated silver to a sane and sensi- 
ble basis that cannot fail to mean a sounder and more 
profitable year-round business for everyone concerned. 
* 7 
WO examples of advertising by producers of jewel- 
ers’ merchandise have recently received an accolade 
of merit from advertising authorities. 

The Daniel Starch organization, a bureau that for 
many years has been famous for its studies of markets, 
advertising, consumer preferences and the like, recently 
surveyed consumer reaction to all of the advertisements 
which appeared in Life magazine for Dec. 11— 72 in 
all. 

Out of the entire lot, covering all sorts of products, 
from automobiles to tooth paste, and ranging in size 
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up to two-page spreads, a half page advertisement by 
Swank Products earned second place. 

This is particularly noteworthy because the adver- 
tisement was much smaller than many of those with 
which it had to compete for the reader’s attention, and 
was devoted altogether to merchandise without resort- 
ing to any of the modern advertising tricks to attract 
reader attention. The fact that a straight presentation 
of jewelry merchandise arouses such keen interest in 
the consuming public is a distinctly encouraging sign 


_ for retail jewelers—a highly favorable omen for 1940, 


A similar survey of the advertisements in Life’s Sep- 
tember 11 issue placed the advertisement of the De- 
Beers diamond campaign at the top of all the ads in 
that issue from the standpoint of reader interest. These 
advertisements, as all jewelers know, are completely 
free from sensationalism and employ no bold, arresting 
headlines or other devices to attract attention arti- 
ficially. The interest of readers in these advertisements, 
like the Swank ad referred to above, is purely a genu- 
ine and natural one. The public is clearly interested in 
and attracted to, jewelry—an indication that augurs 
well for the industry in the year that lies ahead. 


ET genni of extreme seriousness to every busi- 
ness man, and especially so to jewelers, is begin- 
ning to appear on the horizon. You have all read in 
the newspapers about the proposals in Congress to 
impose new taxes to the tune of nearly half a billion 
dollars a year. 

The New York State Legislature is pondering a bill 
to increase the state income taxes by as much as 40 per 
cent in some brackets, and other boosts in the tax struc- 
ture are indicated in other sections of the country. 

Jewelers, even more than most business men, would 
be vitally affected by such increases. Not only would it 
mean serious additions to the taxes which they them- 
selves must pay. Even more alarming is the fact that 
all these proposed levies bear most heavily upon the 
great middle class—the class who are the very backbone 
of the jeweler’s business—and who would have just 
that much less to be spent for such products as the 
jeweler sells. 

It behooves every jeweler, therefore, to be on the 
alert to register his protests against any such sugges- 
tions and to enlist the support of his friends and neigh- 
bors in impressing upon our lawmaking bodies that the 
way to balance their budgets is not by piling a still 
greater load upon the already overwhelming tax burden, 
but by eliminating waste and careless spending. 


[Gb 


Editor 








